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NEW FOR 1961 — a tinsiey Hi-top closure Boot for 


little tots in 4 sizes to fit all little shoes 5 through 13. 


Fastens snugly around the leg to keep out snow and moisture. 


Mothers will love these new boots because even the smallest 


-. 


children can put them on and take them off without help. Button 
and strap are molded as part of the boot. And they re all 
IN BLACK, YELLOW, rubber — no plastic or other substitute material 
RED AND BROWN. 
RETAIL $2.99 TO $3.25. 





For the young ones... 


For you — profits from 
repeat sales of nationally 
advertised children’s 


Brown Oxford with 
Allenite Tip. © 
Leather Sole. 

6% to 8B, C, D, E 

8% to 12 & 12% to 
3A, 8B, C, D,E 


Also in stock 
No, 4125 Black, 
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You make more 


HI-TOP WORK RUBBERS 


Same protection as 2-buckle arctics 






but far lighter. Tough and rugged 
Fit even heavy work shoes 
no lining to snag or tear 


Easily cleaned 


TINGLEY SEALS 


FOR OLDER CHILDREN 


Fit snug around ankles—won’'t pull off 
Button strap and boot—all molded 
one piece. No lining to snag or 

tear. 3 sizes fit shoes 13—6 


Black, yellow, red and brown 


RETAIL $3.65 to $3.89 


CHILDREN’S, YOUNGSTER'S 
& BOY'S RUBBERS 


Grow with growing fee 
outsell all others. All rubber— 
no plastic. Narrow widths 
for girl's party shoes. All 
sizes in Black and Brown 
Children’s and youngster’s 
also in Yellow and Red 
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money...fit more s 
















MEN’S 10” CLOSURE BOOT 


Lightweight—all rubber or 
neoprene—no plastic—no 
fabric lining. Same protection 
as 4-buckle arctic. “Bellows” 
action gives air circulation 
Offers rugged service to 
suburbanites, farmers and 
industrial users. 4 sizes fit 


shoe sizes 642—13 


MEN’S CLOGS & SANDALS 


Year after year, out 
4 sizes fit every man hox 
etter—trom fine dre ho 


to brogues. All rubber 

black or brown. Also in 
new, far tougher 
gum in a color tha 
well with either t 


or brown shoc 





WALLACES FARMER 


«nt lowa Homestead 
=e eee 











TINGLEVY ADVERTISING APPEARS IN MAG. 


shoes better...with '/; the inventory... 





You are always “Open to Buy” when you sell the 


Tingley Line. Your reserve stock is carried by con- KNEE-HI 
veniently located Tingley Distributors who are OVER-THE-SHOE 
CLOSURE BOOT 


First introduced last fall 
Twelve basic styles in 42 sizes solve practically all this featherlight knee boot 


prepared and anxious to give you fast service. This 


means far greater turnover and a much better profit. 










. , . has become one of the most 
inventory problems. These 42 sizes provide a better ee ee 
t popular Tingley items 


in one short season 





fit over any type of children’s, boy’s and men’s shoes 


than do 146 sizes of lined rubbers and boots. 


Perfectly molded rights and lefts, even little tots can 


put them on easily—they won't pull off accidentally. 


Tingleys S-T-R-E-T-C-H fit larger shoes as the 
child grows are easily washed inside and out 


dry quickly 


ALL TINGLEY RUBBERS AND BOOTS ARE MOLDED IN 
ONE PIECE. NO PLASTIC OR OTHER SUBSTITUTE 
MATERIAL IS USED. THIS BASIC ADVANTAGE IS TOLD 
TO MILLIONS OF PEOPLE BY TINGLEY NATIONAL 
MAGAZINE ADVERTISING 





RETAIL— 
IN RUBBER 
$7.95 


IN NEOPRENE 


~ : 
11 96 
KS $11.25 


In DuPont neoprene or all rubber these boots 
are Ys the weight of lined knee boots and they 


slip on easily over heavy work shoes. Fit snugly 


TINGLEY MOLDED RUBBERS vs LINED RUBBERS around the leg, but “bellows” action gives air 
circulation with each step. Molded in one piece 
42 sizes replace 146 sizes in lined rubbers easily washed inside and out 








Store Store 
selling selling 
To cover Tingley Lined 








Style shoe sizes Rubbers Rubbers 

Child's Rubber 6% to 12% 4 13 
Youngster's Rubber 1242 to4 3 9 
Boy's Rubber 4to7 2 7 
Child's Closure Boot 5to 13 4 ) 
Youngster's Boot 13 to6 3 7 
Men's 10” Boot 6% to 13 4 8 t 
Men's Knee Boot 6% to 13 4 8 
Hi-Top Work 6% to 13 4 8 
Storm Rubber 6% to 13 4 28° 
Sandal 6% to 13 4 28° 
Clog 6% to 13 4 14 
Ladies’ Foothold 4to9 2 7 

TOTAL 42 146 








*To get satisfactory fit medium and wide lasts and half 
sizes are required 





GAZINES READ BY EIGHTY MILLION PEOPLE Qa 





EVERY WEEK IS AAUERICAW GIRL WEEK 
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You're in business 52 weeks a year with American Girl...the complete line that sells your 
customer all the pairs she needs, for all occasions. Every woman is a multiple customer! 
basics, sports, casuals, pumps, novelties, walking shoes, nurses shoes... . styles for all females, teenage to forever. 


American Girl Shoe, 288 A Street, Boston, Mass. 
New York Office: Marbridge Building, 47 West 34th Street 


CONSOLIDATED NATIONAL SHOE CORPORATION 
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EVERIT B. TERHUNE, JR., Publisher 
JOHN J. REILLY, Editor 
WILLIAM A. ROSSI, Executive Editor 


EDITORIAL STAFF 

JAMES EDMONDS, Managing Editor 
ROLAND M. WRIGHT, News Editor 
CHARLES H. HOSSACK, 

Associate Editor 

GEORGE H. BAKER, 

Washington Editor 
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In this issue... 


Is style piracy strangling high fashion creators? 
Some do’s and don'ts for selling teenagers 
What’s in a shoe and how to sell it: shoe fabrics 
Men’s summer shoes—what’s the barrier? 


Vacation footwear—untapped 100 million dollar 
market 


Athletic shoes are for people too 
Budgeting your advertising 
Foot-molded shoes 


“Our potential: the entire footwear market”’ 


Departments .. . 


New products .. 

Pattern portrait 
Personnel .... 

Profile 

Publisher’s column 
Retail markets .. 

Retail news .. eh as 
Salesmen on the road .. 
Shoe people 

Shoe _ school 

Trade trends .......... 
Voices from the trade .. 
Washington alert ... 
Worth writing for 


Estelle Anderson . 
Gervase Butler 

Dates to remember 
Deaths 

Editorial 

Geraldine Epp . 

Fashion notes 

Inside shoe business .... 
Report from Italy 
Leather-allied news . 

The last word 
Manufacturing markets .. . 
Manufacturing news 


Coming April 1... 


How top St. Louis shoemen see fall business. 


The leaders of the industry in this important shoe center will 
talk freely about the prospects for fall at both the retail and 
manufacturing level. 





NO even my first pair should be 














- FLEEPAIR 


SHOES FOR CHILOREN 


ATION + EPHRATA, PENNSYLVANIA 
Sales Office: 924 Marbridge Buliding 
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WASHINGTON ALERT 5, ccorce ences 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Rep. Durno waiting for FTC 

The government's two-year-old in- 
vestigation of shoes and what's in 
them is drawing to a close. The Fed- 
eral Trade Commission promises Rep- 
resentative Edwin Durno (Oregon 
Republican) that it will make up its 
mind within the next few weeks 
whether it likes the way shoes are 
made and sold or not. (Mr. Durno 
had asked the Commission to tell him 
what it had learned in its investiga- 
tion and what it planned to do about 
it.) 

Mr. Durno, who said he 
would introduce a bill calling for shoe 
labeling, now says he'll wait and see 
what the FTC recommends. If FTC 
gives the industry a clean bill of 
health, he sees no reason to intro- 
duce a bill. (“If there’s nothing 
wrong, obviously there is no need for 
a bill,” he tells the Boot AND SHOE 
RECORDER.) But if the Commission 
says there is deception in the manu- 
facture or marketing of shoes, Mr. 
Durno will call for a label law. 


earlier 


What will the FTC report? 


You can get all kinds of views 
around Washington as to which way 
the FTC will decide. Some say a 
clean bill of health is inevitable, for 
the shoe industry has done a remark- 
ably good job over the years of polic- 
ing itself against deceptive practices. 

Others point out that it is not the 
nature of government 
drop any line of investigation which 
promises chances for more controls, 
more federal jobs, more bureaucratic 
police powers. 

Any government investigation that 
runs for two years is bound to turn 
up a few questions about the making 
and selling of shoes, they say. While 
the FTC says it still has an “open 
mind” on the subject, it is clear to 
close observers that many FTC staff 
members privately welcome what 
they believe is an opportunity to ex- 
tend their police powers to the shoe 
industry. It is already a matter of 
record that FTC wants to be chosen 


bureaus to 
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as the federal agency to enforce a 
shoe label law, should one ever be 
written. 


Family income is still rising 

Families have more money to 
spend on footwear than ever before. 
Family income has been rising stead- 
ily since World War II, and there is 
every indication that the upward 
trend will continue. 

Inflation has cut heavily into fam- 
ily income, but so far gains in real 
income are outrunning the effects of 
inflation. 

There are about 45 million U. S. 
families. One in eight has an income 
of $10,000 or more. Two out of every 
five have incomes between $5,000 and 
$10,000. But one in four have in- 
comes under $3,000, and the remain- 
ing 10 million families are in the 
$3,000-$5,000 bracket. 

Strongest rises in income are oc- 
curring in the South and in the West. 


Small business ills 

Senators set themselves 
ambitious program of poking and 
probing into the ills of small busi- 
ness. A list of 28 major problems is 
to be explored in the months ahead. 
Likely outcome: Lots of talk, some 
help. 

Of the 28, here are the topics of 
direct importance to the shoe trade, 
and what to expect in the way of ac- 
tion or lack of it: 

Tax Problems of Small Business: 
Do tax laws permit sufficient deduc- 
tion to modernize stores? Should in- 
dependents get tax breaks not avail- 
able to chains? We'll probably hear 
lots of talk, see little action. (The 
White House already is complaining 
that it needs more revenues, not 
less.) 

Tax depreciation allowances on 
capital equipment: Good chance for 
action here, due largely to persistent 
needling from machinery manufac- 
turers and machinery users. 

Impact of mergers: A more vigor- 
ous enforcement of anti-merger laws 


have an 


by the Justice Dept. and the FTC 
could result from Committee prod- 
ding on this subject. 

Refusal to deal and right to buy: 
Moral suasion, brought by the Sen- 
ate, could improve the outlook for 
some merchants cut off from sources. 

Dual Trend toward 
manufacturer-owned contin- 
ues, despite wails from independents. 
3ut some aggressive action by the 
Justice Dept. and the FTC can be 
expected to slow down trend toward 
company-owned or controlled outlets. 
Independents 
gained in 1960, when the Small Busi- 
ness Administration started guaran- 
teeing owners their rent. But many 
smaller stores still face a very tough 
time in finding desirable shopping 
center space, and the committee may 
help. 


distribution: 


stores 


Shopping centers: 


Trouble in the House for Kennedy 
President Kennedy’s legislative 

program is hitting new snags in 

important places in Congress. 

The main trouble is in the House, 
where opposition to big spending is 
growing. Indicative of the problem 
is the tough time Democratic lead- 
ers are having trying to control the 
conservative coalition. Other things 
which point up the problem: 

® Democratic Sen. William Prox- 
mire denounces the idea of using 
government spending as an anti- 
recession move. Proxmire says rec- 
ommendations to spend $3 to $5 
billion to stimulate the economy 
“could lead to unnecessary, unwise, 
wasteful spending and inflation.” 

® Republican leaders forecast 
firm opposition to many proposed 
outlays of Kennedy’s “New Fron- 
tier.” They say the House will resist 
adding federal aid for teachers’ 
salaries to school construction 
funds. They believe the House will 
stick to the 15 cent boost in the min- 
imum wage and would insist on 
more limited coverage than the bill 
calling for a 25 cent hike, which is 
backed by President Kennedy. 





This is the State Street School in Windsor, Vermont. 
Modern facilities and modern methods of instruction 
provide the children of this community with an op- 
portunity for getting a sound basic education. And 
the rural surroundings make it easy for them to get 
plenty of health-building outdoor activity. 


* 


Here is a typical classroom in the State Street School. 
Children shown here—and other students in the 
school — participated in a comparison test for deter- 
mining the relative durability of NEOLITE and ordi- 
nary soling material. They wore shoes with NEOLITE 
Soles on one shoe and ordinary soles on the other. 


Mr. Neolite has a picture report on 


HOW SCHOOL CHILDREN 
SHOE INDUSTRY, T00) 


There’s no question about it—NEOLITE Soles are top 
choice for all-around quality and for long, long wear. 
In-use tests, like the one described here, prove it time 
and again. Year after year active school children par- 
ticipate in these tests—and the results always show the 
sensationally superior wearing qualities of NEOLITE. 
No wonder shoes soled with NEOLITE are so appealing 
to budget-minded parents! 


That’s the reason why dozens of leading manufac- 
turers use NEOLITE Soles on their best-selling lines of 
boys’ and girls’ shoes. You, too, can add sales appeal to 
your lines by insisting on NEOLITE. For the revealing 
facts about how NEOLITE can help you build your sales 
call your Goodyear Representative. Or, if you prefer, 
write to: Shoe Products Division, Goodyear Tire and 
Rubber Company, Akron 16, Ohio. 


NEOLITE SOLES 
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In the course of their normal outdoor activities—during recess 
and after school hours—the boys and girls gave their special 
comparison test shoes the roughest possible wear. The result? 
NEOLITE Soles came out a winner on every pair: NEOLITE Soles 
gave at least twice the wear of ordinary soling material. 


~ @-, 
# 


UNRETOUCHED PHOTOS! 


ORDINARY 
SOLING NEOLITE 


<>, 
wee . 


\ 
iG +o 
THE SENSATIONAL RESULTS! 


The unretouched photos shown here 
prove beyond a shadow of a doubt that 
NEOLITE far outwears ordinary soling. 
The ordinary soling is completely worn 
through. The NEOLITE Soling is still in- 
tact and good for many more months 
of wear! 


TAUGHT MOTHERS (AND THE 
LESSON IN FOOTWEAR ECONOMY! 


Genuine NEOLITE Soles 
are featured on over 30 leading 
brands of children’s shoes 


lots of good things come from 
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See how FLEXELON 


measures up 
in your shoes... 


for flexibility, 
lightness, lasting 
resilience. Armstrong's 
new reinforced insole 
cushion outperforms the 
finest cork-—and-rubber 
materials, yet costs no 
more to use. 


Compare it with any 
other insole cushion for 
flexibility Crush it, 
roll it, fold it : 
won't wrinkle or crack. 


Test FLEXELON for 
resiliency, too soft 
foamed rubber and tough 
cellulose fibers give 
FLEXELON a cushioned 
spring that's reinforced 
—— will not "bottom out 


Lightweight? FLEXELON 
has only half the weight 
of cork-—and—rubber 
materials of the same 
thickness In the shoe, 
FLEXELON gives an added 
measure of value 
thousands of tiny pores 
"preathe" air- 
conditioned comfort 

into every step 


Measure FLEXELON's value 
for yourself We'll 
send you enough free 
material to make your 
first trial run. 

Write direct to 
Armstrong Cork Company, 
7803 Delaware Avenue, 
Lancaster, Pennsylvania. 


Armstrong FLEXELON 


... the newest idea in insole cushioning 
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WALK-OVER 


WORLD RENOWNED SHOES 


Super Cushion 
VEL-FLEX™ 


Try it on your customer’s hand first . . . he'll 
want to wear it at once. 


Dealers tell us it’s just that simple selling 
Walk-Over Super Cushion Vel-Flex shoes. 


Try a pair yourself and write for franchise 
information. 


GEO. E. KEITH COMPANY BROCKTON 63, MASS. 


*Reg. U. S. Pat. Off. 











CUT 
INSEAMING 





@ Substantial Welt 
Savings 


e Higher Production 


e@ Smoother and easier 
to operate 


; 


7 


I. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


Jnited. 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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floating comfort... 


For sample s write: Cat’s Paw Rubber Compan y, Inc., Baltimore 30, Maryland 


In Canada: Cat's Paw-Holtite Rubber Company, Ltd., Drummondville, Quebec 
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sot ’em 


IN THE PALM OF YOUR HAND, 


with luxury-look GLOVE LEATHER 
COBRINO MOC-ABOUTS. 


IN-STOCK 6 e) 5 
to sell at a remarkable ° 


The new high-rising Slip-On or the Oxford 
2-eyelet tie... soft, lightweight, flexible and fashioned to fit 
like a glove. OXFORD 2665 Bone with black Aero crepe soles and heels 
2666 Stag 2667 Maple 2668 Deer-Color. All with maple Aero crepe soles 
and heels $4.20 SLIP-ON 4605 Bone with black Aero crepe soles and 
heels 4607 Maple with matching Aero crepe soles and heels $4.20 
Sizes: D 6-12 (No 1114) ALL FASHIONED IN GLOVE LEATHER 


COBRINO MOC-ABOUTS a division of NASHUA FOOTWEAR CORP. 250 Canal St., Lawrence, Mass. 


12 
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AMAZING GLOVE LEATHER 
_ WITHOUT NATURAL DEFECTS 








AMERICA’S 
LEADING 
MANUFACTURERS* 


“Sy 


. USE 


YEOLA CE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND RIGID 


Shoe industry leaders have too much 
at stake to risk using.a material they 
can’t trust. These leaders—and many 
others in the industry —aré now using 
Cyco tac for the tall and thin women’s 
shoe heels that fashion has decreed. 

CycoLac—the ABS plastic from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


MARBON CHEMICAL vivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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Rogers Shoe Company, York, Nebraska. Contractor: O. L. Clark & Sons, York, Nebraska. 


PPG products installed: PITTCO Premier Store Front Metal, PITTCO SPECTRIM Metai, TUBELITE Doors and Frames, Polished Plate Glass 





How to have a handsome shoe store... 
install a PPG Open-Vision Front 


This building—the Rogers Shoe Co. in York, Nebraska—looks brand 
new. It isn’t. The front is, though. It’s an Open-Vision Front by Pitts- 
burgh Plate Glass and it shows how remodeling can turn an old build- 
ing into a modern one, the kind that invites customers inside. It’s a 
pleasure to buy shoes here because the store is so appealing. 

There are Open-Vision Fronts for new buildings as well as old. 
Whether you intend to put up a brand new store or remodel your old 
one, yours can look as attractive as this one with an Open-Vision Front. 
And the cost can soon be offset by the increased business that will 
result. We have testimonials from all over the country telling us how 
their business picked up after they installed an Open-Vision Front. 
If you would like to find out how a PPG Open-Vision Front can help 
you, send for our free booklet or see your Pittsburgh Plate Glass branch 
or distributor. There’s one near you. 


Pittsburgh Plate Glass has the complete package to give your shoe store the 
Open-Vision Look: Pittsburgh Polished Plate Glass; a complete line of beautifully 
finished PITTCO® Store Front Metal; TUBELITE® aluminum framed doors with 
glass panels; HERCULITE® Tempered Plate Glass Doors and WEST Tension 
Polished Plate Glass Doors, both with aluminum, bronze or stainless steel frames; 
PITTCOMATIC® Automatic Push-pull or Mat-operated Door Openers. 
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Pittsburgh Plate Glass Company 


Paints « Glass *« Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 


Pittsburgh Plate Glass Company 
Room 1122, 632 Fort Duquesne Bivd 
Pittsburgh 22 


Pennsylvania 

Please send a free STORE FRONT booklet to 
Name 

Address 

City 


State 


Store 
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NOTICE 
HOW HARD-BOILED 
CUSTOMERS ARE 
BECOMING ABOUT 
QUALITY ? 








Watch for the increase in quality-conscious customers this Easter—especially when 
it comes to children’s shoes. The old-fashioned idea that price alone will make the 
sale is like putting all your eggs in one basket. That’s a big gamble for the peak 
selling season. Find out for yourself just how important quality has become. 

Pull Pro-tek-tiv Shoes FIRST for your next six customers. Talk about fit and 


what parents want. When you step up to quality—your customers 
step into Pro-tek-tiv’s—you step up sales and profit. 


ey 
( Pro-tek-tiv ) 
\ » Av we oan 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 


SS 


— >>s 
< Cx 


BUILT-IN HEEL EXTRA HEEL FIT- LOWER OUTSIDE RIGHT AND LEFT DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT LAST 
... tohelp TING AID... . to QUARTERS no HEELS . . . help HEEL HEIGHTS . . . ... provide natural CHANGES . . . twice 


keep ankles from help hold the heel gap at the sides— give added support changed twice in rest for the foot in each size range. 
turning in in normal position no slip at the heel to inner side of foot each size range. Other brands change 
only once 





/) ff 
Alf #326 Fawn... and 


y 
Crafted in Habdohinaus( 
available in all Hubschman’s fashion colours... 


by David Evins of NewYork 


—£. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23 « FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16 
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Genuine 
Deerskin 


Cus hionized 


hbellaires. 7 


SOFT SELL! 


(BECAUSE IT’S GENUINE DEERSKIN) 
AMERICA’S SOFTEST TIE. . . and biggest 
success! Light as a feather and made with 
Cushionized Bellaire’s unique Air Pillow, 
DEER-EASE casuals sell themselves — to 
teens and mothers alike. The styling is 
beautiful. The comfort is unequalled. The 
value is amazing. Never have you had such 
a luxury casual to sell at a popular price. 


Try a sample order now! 


IN-STOCK now in 3 COLORS 


STYLE 7016 — Natural Genuine Deerskin 
STYLE 9016 — White Genuine Deerskin 
STYLE 1016 — Black Genuine Deerskin 


Sizes 4 to 11 — Widths N-M-W 
Price $7.50 


CUSHIONIZED BELLAIRE SHOE CO. 
Portiand, Maine 





The Challenger 
lightest handshaped 
golf shoe made. 
Style #987 


exclusively ay Or 
a al ra men and ma eC 


women, include this full leather lined, 


Puritan veal saddle for those who prefer 
a traditional shoe. Style #966. 


n E. E, TAYLOR CORPORATION, FREEPORT, MAINE « also makers of British Walkers shoes for men 








Hytronic machines win operators and 
management with ease of operation, quality 


cutting, savings that pay for equipment! 


"Model A Hytronic Cutting Machines have elimi- 
nated all loss of stock leather due to jumping while re- 
ducing our new die costs by 20% . reduced operator 
fatigue considerably while maintaining our production 
at its consistently high rate.’’ So reports Gilbert Forrand, 
Cutting Room Foreman, E. T. Wright & Co., Inc., 
Rockland, Mass. “There is also a definite increase in 
production per operator. 

“We can now use open dies rather than more expen- 
sive reinforced dies for cutting the choice upper leather 
and linings used in Wright Arch Preserver shoes. These 
savings have more than paid for the increased costs of 
the new machines. Hytronic cutters automatically com- 
pensate for height differences, cut with equal precision 
regardless of the variation between dies.” 

Plant Superintendent Edward Bernier puts it this 
way: “We have virtually defeated fatigue caused by vi 
bration and clicker noise. This is supported by the ease 
with which we have induced a positive attitude in the 
operators toward the change-over. The operators and 
management quickly found that the Hytromic cutters 


were mutually beneficial.’’ To get savings that 
pay for equipment, phone the nearest United 
Office for a trial today 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Says operator John J. Hann 
as muchas! didontheo r - 5 w ¢ 
better quality product because | have mor 
leather.’ 





HANDLES 
for Mr... 
Mrs... 


and moppets! 


e 
. 
af , 


“* 


...and you save money with all three! 


ake 1 man's package mous in the finest shops for beautiful for the small fry 


CARRY +> PACK KINGS CARRY+PACK STANDARD fa- KIDDIE CARRY+ PACK 


pac kaging that eliminates the need for and proht lor vo 


custom boxes o1 CXPEenNsive st ‘ their own I irchase 
colors on custom sign shop at your place 
most clecant way to save TV cere als. 4 stock 


have better packaging choose from plu 


f the 


New ideas... quality ... know how .. . service (and lots of it) are some of 


leadership. These 3 new handles demonstrate that handles are our specialty and not a 


MAIL THE COUPON TODAY FOR A FREE 10 DAY TRIAL OF CARRY-PACK HANDLES! 


ervice representati CARRY+ PACK CO., LTD., Schiller Park, Illinois 
care of all detail Canedion Licensee: Top Poper Products itd., Guelph, Ont 


; Gentiemen: I'd like to try Carry « Pock. Please send 


, area nou 


tre loaned FREE! 


Free literature and samples. All at no obligation to me 


Free 1G day triol in color BSR-315! 


CE 


4 RE : 
@ | ack 
Schiller Park, Illinois 
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Take it 
from us— 


we know 
shoes best! 


How 

Can you 

\. make plans 
\ for Fall... 





The start of fashion—the heart of fashion—that’s New York! It’s the city where you get 
an idea from a window display, an inspiration from the latest hit play, a preview of what 
the trend-setters are wearing, both at The Colony and the coffee-houses. 


New York is also, without a doubt, the shoe center of the world. The place your fashion- 
editors journey to, when they want a real scoop on shoes. The place that lures designers 
from all over the world, for a fresh slant on heels and toes, leathers and trims. The place 
to see the most imaginative shoe displays, the most modern merchandising methods: to 
see everything new in a shoe, from store front to shoe box. 


Reasons enough why PPSSA holds its Shoe Show in New York. It’s a show timed to take 
the guess work out, clarify profit-buying for Fall. How can you afford to miss this 
“must”? To miss seeing 1200 new Fall shoe displays? To miss meeting and talking with 
7000 buyers and retailers? The answer is: you can’t! So, if you’re a buyer seeking the 
newest excitements in shoes, or an exhibitor with something significant to show and tell 
— this is it! 


April 30th -May 3rd /Hotels New Yorker and apomrengpar Un Pp P S S A 


Jointly sponsored and operated by the New England Shoe and Leather As tion nd the Nationa! Association of S Shoe Chain Stores. 
A SHOE MAN’S NEW YORK: a free booklet full of fascinating tips on > in New York. Write to: PPSSA, 51 E. 42 St., N.Y. 17. 


unless 
you’ve been 
to New York? / 
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Come to St: Louis nit 9°12? 
_ The Big Buying Show 
a with the Big Names! 





Shoe 


St. Louis is the Market 
Big Brand Name Show of America 
for Fall 1961 


More than 300 Lines 
of Women’s, Men’s 
and Children’s Shoes 


ATTEND THE SMA BANQUET AND REVIEW Ride the double-deck coach between buying 

. locations. A new and bigger Shoe Buyers 
Monday, —— ay Hotel Chase Mall — Fashion Presentations — Free Shoe 
wa Shines — Coffee Service — And a host of new 


ALAN KING — SENOR WENCES 
Motion Picture and Television Artists SMA features 


the SHOE MARKET of AMERICA, St. Louis 


WRITE, TELEPHONE, TELEGRAPH ST. LOUIS HOTELS RESERVATION BUREAU 
for reservations *© 911 Locust St., St. Louis 1, Mo., CE 1-0431 
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Lavaca Gh hae Paar aie tial 


| MAKE IT A RULE... 
USE THIS TOOL 


ne ie FIT THE SHOE 
+ = coe TO THE JOB! 


INSTRUCTIONS WEINBRENNER — famous for JOB-FITTED 
SE Shoes — Offers Dealers a RULE for More Sales 


Geet betes babe 


ee Now you can FIT the right shoe to the 
Hv howe ten teu crite right job — at the right time. Completely 


© S18 tmrhorn artes tremens teeewrmabony canvas NEW the JOB-FITTED RULE is a prac- 
‘ ness — patent "asf tical guide to better shoe fitting. It’s 
a FOES hc especially designed as a tool to help you 
SELL more Thorogood JOB-FITTED 

Work Shoes 





p 


HEART OF THE JOB-FITTED PROGRAM 


Here's a RULE that makes fitting the FITTED STYLE for each job classifica- 
shoe to the job as simple as 1-2-3. Any- tion. You will know if it is an oxford, a 





one can recommend the right shoe in shoe, or a boot —the color, the type of 


Ableinbran seconds. No need to refer to catalogs. No leather, and the kind of sole and heel 


lists to memorize. Over 50 shoes included Without checking further, you will know 
in this handy pocket size guide. Impor- the complete size range available. It makes 
tant data on both sides of RULE will everyone an expert in. properly recom- 
tell you the correct THOROGOOD JOB mending the right shoe for the right job 


JOL-FITTED WORK SHOES = FOR OUTDOOR SPORTS A SALES TOOL with MERCHANDISING POWER 


Help hit new sales peaks. Be sure of more 


satisfied customers because you recommend 

jandshire, Proud -Fit and FIT the shoe to the JOB. Get this handy 
“pocket size”, easy to read RULE. It’s avail- 

BOYS SHOES able for YOU FREE. Don't delay. Write 


today! Quantity limited 


Make it your Rule 
To Use This SALES TOOL. 


TEAR OUT COUPON... MAIL TODAY! 


WEINBRENNER, 2025 N. Summit Ave., Milw. 1, Wis. 


| am interested in receiving your JOB-FITTED RULE ! 
am am not now a THOROGOOD JOB-FITTED 
Work Shoe dealer 


4, Store 

/ Vcimbrammnar a 

Division of Textron, Inc. Address 
2025 North Summit Avenue City 


Milwaukee 1, Wisconsin 
Signed 
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CHILTON’S MARKETING 
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Chilton’s M-A-P 
can help you 

establish 
MARKET 


POTENTIALS 


Keeping up with changing marketing conditions is seldom 
an easy job. Today you will find that Chilton has moved for- 
ward in this area with more complete marketing counsel and 
research facilities than ever before. They are embodied in 
M-A-P, a penetrating Marketing Assistance Program. 


Chilton’s M-A-P offers the services of a fully staffed re- 


search department that draws upon the professional skills 
of psychologists, statisticians, survey technicians and econ- 


omists. It makes available timely data on buying influence; 
developments in new products; fast-moving marketing 
trends; information gathered at great cost to give better 
direction to your selling and advertising. 


Chilton’s 19 business publications add to the depth and 
breadth of M-A-P. Each has a wealth of timely information 
acquired through years of experience. Chilton’s standards 
of editorial excellence are now linked with stronger and 
more complete marketing tools for advertisers. A Chilton 
representative will be glad to confer with you. 


( } | l | { 
COMPANY 
Chestnut and 56th Streets - Philadelphia 39, Pa. 
Publisher of: Department Store Economist » The lron Age « Hardware Age « The Spectator 
Automotive Industries « Boot and Shoe Recorder « Gas « Commercial Car Journal « Motor Age 
Butane-Propane News « Electronic Industries - Jewelers’ Circular-Keystone - Optical Journal 


Hardware World « Aircraft & Missiles - Distribution Age - Product Design & Development 
Chilton Research Services « Business, Technical and Educational Books 


ASSISTANCE PROGRAM 
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EDITORIAL 


by JOHN REILLY 


No reason for complacency 


Recently we were taken to task by one of our read 
the method we employed in 

the National Shoe 
of Shoe Distribution. 
AND SHOE RECORDER, December 1, 
felt that this analysis and a subsequent 
With Muscle,” 


issue were lulling independents 


and 

Assn. 
This study appeared in 
1960. 


ers for reporting 


analyzing Manufacturers’ 
Study 
Boot 
Our reade1 
“Independents 
1961, 


to sleep and making them think they are doing a much 


article which appeared 


in our January 1, 
better job than they are in fact 

The 
multi-units, 


His criticism is based on first is 
1954 


as those businesses with four o1 


two points. 


that the Census of Business defined 


or chains, more units. 
In 1958, Census changed its definition, requiring eleven 
for classification as a chain. Our 
that, therefore, ‘48 


and number of stores figures are not comparable. 


or more units cor- 


respondent argues and ‘58 sales 
The second point is that some 2,000 leased depart- 
with $200 million annual volume were reported 
the 1954 Census and these figures 


were included in the department store sales in the "58 


ment 
as shoe stores in 
Census. He holds that these leased departments are 
predominantly chain store operations 

The fact remains that the Bureau of Census, out of 
experience, made these and 
reassignments. It should be pointed out, too, that while 
the NSMA Preliminary Report used the 1-10 definition 
for its independents classification and the 11 or more 
for chains, it broke both groups 
categories. The table presented in the De- 
cember 1 RECORDER clearly showed the 
growth of the independent in the single unit, the two- 
three, the four-five and the six-ten unit groups. 


its own reclassifications 


classification down 


into four 


comparative 


Single units for example increased 14 per cent in 
number of establishments and 42 per cent in 
This is in contrast to the growth of all independents, 
with 1-10 units, of 18 per cent in number of units and 


sales. 


10 per cent in sales. Greatest growth was in the two- 
three unit segment which conformed to the 1948 defi- 
nition. 

On December 16 a staff report was transmitted to 
the Select Committee on Small Business of the House 
of Representatives, which we feel gives a very exag- 
gerated picture of shoe chain store growth and which 
is certain to add fuel to the independents vs. chains 
controversy. 

It credits chain stores with doing 58.5 cent of 
all shoe store business in 1958 and states that 83 per 
cent of men’s shoe store business and 72 per cent of 


per 
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women’s shoe store business went to the chains that 


year. 
But, significantly, its supporting table compares onl) 
“Single Store Firms” “All Stores.” Elsewhere 
in the the staff that for “Total Trade” 
. “the greatest increase occurred in chains operating 
from two to five stores.” Obviously, the staff defines 


and 


report notes 


all stores other than single units as chains. 
The that 


declined slightly between 1948 and 58 


stores 
1954 
This does 


single unit shoe 


but 


report also states 
since 
“their decline has been more pronounced.” 
not check out with NSMA’s which, as 


showed a 14 cent 


study, noted 


above, per increase in number of 


and 42 per 
single units between '48 and ’58. 


establishments cent increase in sales for 


From the first census of business in 1929 and until 
1954, the 
group of four or 
the figure for qualification as a chain to 10 or 


Bureau of the Census defined a chain as a 
In 1958, Census boosted 
more 


more units. 
stores using the justification that such operations had 
the of a chain. With this definition 
and the right of the Census Bureau to change defini- 
It must be admitted that the 


“characteristics” 


tions we find no argument. 
pattern of buying, merchandising and pricing policies 
of the ten or less group certainly are not those of a 
chain operation. It sells branded shoes and relies 
strongly on manufacturers’ instock departments. Its 
general operating practices are definitely more char- 
acteristic of independents than they are of chains. 
Shoe business and all business have changed radi- 
The direction shoe business is taking 
should not be judged by an antiquated measuring stick. 
But for purposes of valid comparison, the 1958 defini- 


tion should be retained for future censuses. 


cally since 1929. 


The gains which the chains chalked up between 1948 
and ‘58, even in light of the revised definition, should 
be a sufficient warning to the independent that he has 
a long hard struggle ahead of him. 

A recent that 
1,400 leased departments doing over $400 million in 


estimate there are currently some 
footwear sales, and which are substantially chain con- 
trolled, should be sobering to him. And the rapid pace 
at which increasing in general mer- 
chandise and apparel stores, which predominantly sell 
unbranded merchandise, should be of serious 
concern to the independent. There in the 
current shoe distribution picture to give the indepen- 
dent any reason for complacency. 


shoe sales are 
most 
is nothing 





What Nylon has done for stockings, TOLEX' Vinyl is doing for shoes 





Man-made Tolex" Mustang’ 
quarterlinings give your 
customers better shoes 
for the money 





Look for this superior, supported vinyl quarterlining in men’s and boys’ shoes 


TOLEX Mustang has been providing an important bonus to your customers for more than 10 
years . . . delivering extra satisfaction and trouble-free pe srformance. Even in the footwear of 
thousands of boys who subject their shoes to the roughest wear and abuse, Tolex Mustang holds up. 
It’s the quarterlining you can depend on to stay smooth, soft and cushiony, without discoloring 

. keeping customer ‘complaints and returns to the barest mimimum, and adding extra value to 
the shoes you sell. Mustang also provides manufacturing economies that save up to 15c per pair. 


The finest, most complete line of vinyl shoe fabrics come from: 


Féore TEXTILEATHER’ 
THE GENERAL TIRE & RUBBER COMPANY = Semmens 


FOOTWEAR FABRICS DIVISION /607 MADISON AVE. /TOLEDO 3, OHIO TEXTILEATHER 
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PUBLISHER’S 
COLUMN 





Watch it...watch out 


There’s an economic factor you can watch all the | 


time: and it has been almost too accurate a barometer 
for comfort 

The theory has been advanced, after research, that 
when business is bad, skirt hemlines are down. When 
business is good and the national economy is up, ditt 


for hemlines 








Think about it. Then back track on fashions for the 
past forty years. You will find that in 1920, when busi- 
ness took a nose dive, skirts reached the ankle. Soon 
things began to pick up and, in 1922, hemlines started 
going up and up. By 1925 they had reached the knees 
and stayed there for the next few years. 

As Luke J. McCarthy, v.p. in charge of marketing at 
Hearst Publications pointed out, when he highlighted 
these facts, if Wall Street financiers had paid more 
attention to the expanse of leg displayed by thei 
secretaries than to their stock and bond charts, they 
would have anticipated the 1929 debacle. They would 
have been warned by the descending hemline in 1922. 
It went even lower in ‘29, and during the long de- 
pression it dropped to the ankle. Eventually, it inched 
up again. 

In 1957 and ‘58, history almost repeated itself when 
people began mentioning a recession. Fortunately, the 
economic climate improved and by June, when the first 
fall fashions were displayed, hemlines began to move up 


again. 


Since then, the “leggy look” has been fashionable. | 
That’s where we hope it stays; and we suggest to men | 
shoemen in particular) and women, too, that what is | 


needed is ... immediate action and deeds to dispel th: 


talk and the current recession. 


a te. 
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BRISTOL 4 for 4! 


4 SPORTS ILLUSTRATED ads 
bat 1000! 


Continental led off. 
Serrato in February. 
Snugger in March. 
New Lo-Moc for April. 


re) 


SG2 4 
the Fra 


ristol 


a shoe 


NUGGER 


Featuring the new elastic leather top for 
true glove fit! Be first to show the Bristol 
Snugger . . . style-minded young men will be 
calling for it. They'll like the sensibly low 


Bristol prices! 


LOOK! 


. for kid brother, too! Jumping Jacks 
Snuggers: 121-4 B,C,D. 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











NOW e e e a complete line of 


mens and boys sport and work boots 
with Acme quality and Acme value! 





Li Longbow” 
sme 1057 


COs? TO YOU 


$10.10 


Rugged construction in a time-tested pattern design 
for field and hunting 


ne 1062 
STYLE 


Cost TO YOu 


Swiss inspired swiss styled full leather lined 
sport boot featuring popular swiss closure 





Light-weight, rugged construction, featuring Good 
year's “COBRA” skid-resistant short wedge soles 


Tee 


“Deerslayer” 
sme 1034 


COs? 1O YOu 


$8.35 


Genuine horsehide 

leather scuff 
resistant , water resistant, resistant to barnyard acids 
and dries out soft, retaining original shape 


IN STOCK ... FOR IMMEDIATE DELIVERY! 


ACME BOOT COMPANY, INC., 


32 


WORLD'S LARGEST BOOTMAKERS CLARKSVILLE, TENNESSEE 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Plight of poverty profits 


The majority of shoe stores in this country do an 
annual volume of under $70,000. 

The majority of shoe stores show a net profit of 4 
per cent or less. 

Thus, if you take 4 per cent of $70,000, there’s a 
year-end net profit of only $2,800. 
with $50,000 volume and a 3 
dollar net is only $1,500. 

We come to a prickling question: How can the aver- 


If you take a store 
per cent net, the year-end 


age shoe store, and especially average independent, re- 
main competitive with only $2,800 or $1,500 (and often 
less) net dollars free to apply to such things as store 
modernization, improvements, expansion, etc.? 

These stores are budgeted tightly enough in their 
basic operations as it is. They usually don’t or can’t 
spend enough on advertising, promotion, improved ser- 
vices and other efforts to insure a competitive position 
and growth. 


The net profit can vanish 


If they make a few bad seasonal buys, or run into a 
prolonged spell of tough weather, or fall victim to a 
localized recession, their small net dollar profit can melt 
like slush in the sun. 

Thousands of shoe stores today fit into this pattern. 
We talk about shoe business being a high-risk business 
because it must deal with the whimsies of changing 
fashion and the inventory problems of sizes, widths, 
heel heights, colors, materials and a wide selection of 
patterns. But the chief risk factor in shoe business is 
something else: the low net dollar return on a rela- 
tively high investment. And especially when even this 
small return can be imperiled or annihilated by a couple 
of mistakes or an act of God. 

Now, the competitive pressures of the Sixties will be 
more intensive than ever in history. For retailers, es- 
pecially independents, it will mean stepping up their 
own competitive efforts just to stay even. These efforts 
will mean more spending, such as for advertising, pro- 
motion, services, modernization, etc. Where will the 
money come from? And if competition forces a further 
shrinkage in volume among these stores, there will be 
even less net dollar profit available to compete with. 


The obvious answers are too simple 


The seemingly obvious answers to improved net profit 
position are too deceptively simple. Reduced expenses 
is one. But once you've cut to the bone, the only thing 
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remaining to cut off is the leg. Another objective is 
higher markup, which means higher prices. But the 
ever-present price-leveler of competition calls a halt to 
that. You can cut prices and increase volume. But if 
the net dollars are the same, then what gain higher 
volume? And, of course, you can build traffic and vol- 
ume by the old-fashioned method of sound products, 
good services, relentless selling and hard promotion. 
This is everyone's objective. Some make it, but most 
don’t. It takes a lot of muscle to swim against the tide 
of competition. 

Well, if all the obvious and tried methods can give 
no definite assurance of improved net profit position, 
what can? 

Improved “productivity” and will. Improved 
productivity simply means getting more net return on 
what you already have and do; more out of your store 
space, your inventory, your salespeople, your advertis- 
ing and promotion, your services. If a net dollar re- 
turn of $5,000 is obtained with a productivity level of 
50 per cent, then the return can rise to $7,500 with a 
productivity level of 75 per cent. It’s as basic as that. 


can 


Retailing productivity is low 

Manufacturing industries have put this to profitable 
use. But productivity in retailing stands the lowest of 
all forms of commercial enterprise. This is now begin- 
ning to change as larger retailers are introducing elec- 
tronic equipment. Even self-service is a kind of im- 
proved productivity, though in rawer form. 

Without particular investment, the average retailer 
can do much to increase his productivity and net dollar 
profit as well. He can, for example, reduce the number 
of walkouts, thus increasing sales. He can drive for 
more multiple sales per customer. He can utilize his 
“off” seasons by promoting special items. He can step 
up the “traffic pull” of his window displays and local 
advertising. He can increase the sales efficiency of his 
salespeople. He can improve the efficiency of his buy- 
ing, his inventory and inventory control. He can re- 
duce his markdowns. And these are but a few. 

Note that not one of these efforts costs a nickel of 
extra expense. Note that all are designed to get more 
return out of present facilities and efforts. This is the 
determined target of the smart merchants in keeping 
with the “retailing revolution.” Independents should 
take heed and prepare to join the inevitable forces of 
this revolution. 





OU ae 


nie 427-) 4 


In 1961 when so many are reducing quality to impress and 
o}¥l geoiat-t-1-mm ol-hegelal-le|- Fm, 40) loia mmr. 0am ol -1-) ail or- ta Molal i Vauol- Mn (-laalelele- la’, 
relief, we would like to emphasize that the new line of 
LIGHTWEIGHTS by Heydays is not a reduction of quality 
in any form, but an increase of it in every way... ata time 


when it is needed most. 


fhoydeg® 


RErtonays SHOES © 2032 to ces’. 3 1..%. 9 
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VICE 
RAD 


. JOHN J. 


Parmelee 


A man of few words. . 
MOORE, president of 
Shoes, Inc., Rochester, New York, 
this comment to make about 
shoe shows: “This going around to 
different hotels and jamming into 
crowded elevators is for the birds. 
I would get an Armory or a Con- 
vention Hall and have all of the dis- 
. in booths.” 


has 


plays on one floor. . 

* 2 * 
S. B. FOOT TANNING COM- 
PANY’S fall and winter 1961 colors 
encompass every important category 
of boys’ and girls’ shoes, from big 
and little, to pre-teen and junior 
high. Over and everything 
else, there is a definite emphasis on 
There are color ranges for 
style, promotion, volume lines as well 


above 
color. 


as specifics such as saddle combina- 
tions, patch pattern-composé tones, 
handsewns and antiques 
The names easily identify the actual 
shade: Butterscotch, Indian Smoke, 
Gingersnap, Mountie, Black Saddle.* 
There are also Green Willow, Camel, 
Leaf Smoke, Sugar Plum, Tiger 
sright, Roman Red, Cowboy, Loden, 
Cordo, Boating Blue, and others. 
If the fall and winter '61 season even 
approximates the severity of the 
past winter, color and lots of it will 
be an important psychological factor. 
(*Appear on official Tanners Coun- 
cil color card.) 

* * 2 
“In fitting babies’ shoes, it’s as neces- 
sary to have a wide width as it is 
necessary for them to have proper 
food,” says MRS. DELLA M. HAR- 
ROLD of Harrold’s Shoes, Oklahoma 
City, Okla. She insists that only ex- 
perienced shoe fitters fit infants and 
children (in her stores). All of her 
selling staff have been with her for 
eight to twelve years. When she 
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hires a new salesperson, she trains 
him or her in fitting and emphasizes 
her remarks with these words: “Fit 
babies wide. Little feet are so soft 
you can easily push little toes out of 
place. We have always fitted in this 
manner. That's why we have third 
generation customers coming to our 
stores.” 
ad + 

“Color obsolescence is needed for in- 
creased pairage,” says HARRY 
TOVE. “That goes for patterns too. 
Stand on Fifth Avenue, or the cor- 
ner of any fashionable street in the 
world, and 
shoes. Any color goes... 


you see every color in 
last year’s, 


two years ago and today’s. 


“Too many retailers and manufac- 
turers want to have exclusive colors. 
This hurts the over-all business. 
Men's sportswear trade, which has 
shown the increase record in 
soft goods, has industry-accepted col- 
ors. Why not shoe manufacturers and 


retailers?” 


best 


* * * 


“In the dull, dead days, happily be- 
yond recall, children were turned out 
in exact replicas of their parents’ 
clothes,” says ALICE REGENS- 
BURG, fashion director of the Na- 
tional Shoe Institute. “Little girls,” 
she continues, “resembled reduced 
reproductions of their mothers and 
little boys were tiny travesties of 
their sires. But that’s changed. 
Fashion has grown to embrace the 
young set with imaginative as well 
as appropriate wardrobes of their 
own, 

“Little girls’ shoes have bloomed 
into sun colors, gypsy pinks, yel- 
lowed neutrals, whites. Unlined con- 


structions are newly found in party 
pumps for girls and dress-up ox- 
fords or slipons for boys ... as well 
as the rugged playshoes that will 
pamper young feet all summer long.” 


* * * 


“One important plus for the ince- 
pendent retailer who goes into a 
single, specialized, one-brand line op- 
eration,” LOUIS J. SCHAE- 
FER, executive vice-president in 
charge of sales for the Brown Shoe 
Company, “is that he can spend more 
time selling and less time deciding 
what to buy each season.” 


says 


* *% + 


“For better, faster adjustments, we 
keep a customer’s card file handy,” 
says RAY HEIDEMAN, buyer and 
manager of women’s shoes at Bat- 
River Oaks in Houston, 
Texas. “Often, customers will bring 
shoes back that they say they 
bought a week or so ago, when ac- 
tually their card shows six months 
or longer. Pointing this out to the 
customer, we have found that often 
she acknowledges her mistake. 


telstein's 


“Anytime, or for any reason, cus- 
tomers bring shoes in for an adjust- 
ment, we go to the card file, pull out 
the customer’s card and, in a matter 
of minutes, know the exact transac- 
tion. We can determine, at a glance, 
whether she buys regularly, is a 
good customer, is a chronic ‘re- 
turner.’ Our prime concern is to 
satisfy the customer regardless of 
cost; but it helps to have a card 
file. We have found it pays for itself 
in adjustments.” 
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PROFILE by EsTELLE G. ANDERSON 





“We tell our customers what is fashion’ 


“Whatever your interest, Rod- 
will interest you most.” 
“This is the door for the man or 
boy without a store. Here you 
will find the look that is right, 
in shoes and apparel.” “At Rod- 
ney's, you are the most impor- 
tant man in Houston. When you 
leave our store, you feel like the 
most important man in 


ney’s 


Hous- 
JACK DECKER 
That's the philosophy and merchandising approach 
created by Rodney Boling in his topnotch men’s and 
boys’ stores in Houston; and practiced daily by man- 
agement and sales personnel. Personalized service is 
another important hallmark at Rodney’s. There is no 
shifting from one salesman to another. The customer is 
served by one member of the staff, regardless of which 
or how many departments he may wish to shop in. 
Now that the stage has been set, we turn the spotlight 
on Jack Decker, who buys the shoes for both of the 
Rodney stores and manages the shoe department at 
the Village Store. Talk about personalized 
He knows his customers’ likes and dislikes . . . almost 
down to the last one. He often designs shoes which 
incorporate specific customer preferences. 


ton.” 


service! 


A chance meeting started him off 

Jack Decker has been 
since September, 1953. It was a chance meeting 
and conversation with Rodney Boling (when Jack 
was in the store buying some civilian clothes, after 
discharge from the Army) that started Jack off 
on his career in shoes. He had some previous ex- 
perience, dating back to his high school days, when 
he worked Saturdays (for four years) at Krupp & 
Tuffly’s in Houston. He acknowledges sincerely Mr. 
Tuffly, Sr.’s excellent teaching and training. In fact, 
he still runs the stock the way Mr. Tuffly taught him to 
dc it; and it pays off. He has managed to beat each 
year’s previous figures since he has been shoe buyer. 
Rodney Boling says of Jack: “He's a great organiza- 
tion man. Does a real good job. He runs the shoe 
department the way a shoe department should be run.” 

What's fashion? “We make a point of telling our 
customers what is fashion,” says Jack, “and we take 
pride in dressing them properly. Seasonal merchandise 
needs seasonal shoes ‘to go with.’ The summer suit 
suit calls for summer shoes. Fall suits need fall shoes. 
Sportswear requires sport shoes. 

“We need to create more demand for seasonal foot- 
wear. We should shy away from suggesting that a man 
can wear the same shoe the year round. The responsi- 


associated with Rodney’s 
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bility for increasing the sale of seasonal merchandise 
rests essentially with the salesman and, at Rodney’s, 
we make an all-out effort to instill and encourage this 
approach.” Conservative dress shoes, no extremes, are 
carried at Rodney’s and the prices range from $14.95 
in the Young Collegiate Shop, through $55.00 for 
alligators. 

“I believe in buying light on my initial buy,” 
Jack, “‘and filling in every week. In this way, I have 
more to spend, larger turnover, less money tied up and 


Says 


the stock is always cleaner. When something clicks, as 
in the case of olive or jade, I can fill in immediately. We 
get ten to fourteen day delivery and though it is more 
work buying this way, we have cleaner inventory, less 
sale material, new merchandise. We have found this 
to be very successful.” 


His first civilian job 

Actually, Rodney’s is Jack’s first real civilian job. 
Prior to that, he spent ten years in the Armed Services 
and had seriously considered making it his career. He 
would have, too, except for one very important reason: 
he met the future Mrs. Decker. In 1943, at the age 
of 17, he enlisted in the 78th Infantry and served in 
the ETO for three years. He was discharged in '46 and 
attended the University of Houston. Then he reen- 
listed in 1948 and, with the 5th Regimental Combat 
Team, served in Korea. He rose from Staff Sergeant to 
Master Sergeant. Finally, back to the United States 
with the 1lth Airborne Division. In 1953 he came out 
of the service and, on the 15th of September of that 
year, he went to work at Rodney’s. 

He has been there ever since and considers his work 
“fascinating, because something’s happening all the 
time.” Rodney’s placed among the first five in the 
National Brand Names Award for 1960, in the retail 
clothing field, primarily because of color promotions. 
Rodney’s was one of the first stores in Houston to 
pioneer in color advertising and it has been a very 
successful medium. Jack believes that color lasts longer 
in people’s memory. 

For about six years, he and Mrs. Decker have been 
active in the Gilbert & Sullivan Society in Houston, 
which puts on an annual performance at the University 
of Houston. The show runs for five nights and is 
usually a sellout for every performance. Naturally, 
preparation and rehearsals for these shows take up a 
great deal of time and last year Jack had to beg off. 
However, he didn’t bow out entirely. He stayed on, in 
the chorus, while his wife continues to play a leading 
part. Jack also sings bass in his church choir and, now 
that his family has bought an organ, he is learning 
to play. 
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Heel, toe and away we go— 


That's top American designer thinking at the moment. 
All seem agreed that patterns for fall will be along simple, 
uncluttered lines reflecting the current mood strongly 
established in the fashion world by the fashion taste of our 
new first lady, Mrs. John F. Kennedy. Unusual color and 
material combinations are expected to make more fashion 
news than intricate patterns. Silhouette news, however, will 
be the fashion excitement. There will be a_ broadly 
expanded variety of toe shapes and outstanding emphasis on 
lower heel heights (18/8 and down). 

Of all the toe shapes we've seen to date, there seems to 


real 


be a strong preference for the square toe as fashion’s newest 
fall, 1961. Not as a replacement for triple and 
double needle lasts, but as a provocative new shape to be 
“fashion-merchandised” as a new reason for a customer to 
expand her fashion taste in footwear—to spend more dollars 
on footwear rather than something else. 


star for 


Square toe lasts 

Most fashion significant to date are the rather broad 
square-toe lasts: 2.8 to 5, heel heights with 1'2-in. square 
toe; 10/8 to 12.8 with 1-in. to 1'4-in. square; 14/8 to 18/8 
with ‘4-in. to l-in. square. Square toe lasts with 18/8 and 
up heel heights do not seem to have the fashion significance 
in comparison with lower heel heights, although there are 
several types being worked out with about ‘-in. square 
toe. It would seem that the general rule of thumb is “the 
higher the heel, the narrower the square.” 

There's another new toe shape making a subtle inroad in 
the fall fashion line-up. We call it the “quarter-round.” It’s 
not an oval toe. Rather it has the curve of a piece of quarter- 
round molding based on a circle with radius of *. inch. We 
don't expect it to cause the fashion excitement of the square 
toe this season, but successful selling is already reported by 
a few designers on a 14/8 heel height and also 18/8 here 
and in Europe. 

Other toe news. Reports at retail from a cross-section of 
stores in major shopping areas across the country indicate 
that volume preference in the majority of areas is con- 
centrated on double-needle lasts. Triple-needle sales account 
for a growing number of sales in many areas and are still 
considered “incoming,” but rank second in total sales cur- 
rently. Exceptions to this are noted in stores with predomi- 
nantly fashion conscious clientele. 


Love that low heel 

The lower heel is already strongly established as one of 
the most rapidly growing categories in shoe fashion. Custo- 
mer acceptance seems to be turning into customer demand. 
Top fashion retailers across the country report they plan 
to increase purchases as much as 30 per cent in the specific 
10/8 to 18/8 category. In addition, they plan to bring these 
new fall low heel styles into their stores early. Some indicate 
they will have trial balloons in their stores in late May 
where previously they brought them in in late June. 


~ 
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It's not just an age group, it's a 
feeling. The young market is 
everywhere, almost everybody. 
It goes more places, does more 
things, buys more shoes than 
anybody. And this young outlook 
in fashion is perfectly expressed 
by Foot Flairs. Best-selling ex- 
ample: SQUAW — soft, unlined 
pump with mid-high stacked 
heel in black, peanut, green, 
white and neuter Glacé Cordigan. 


/ 
SHOEMANSHIP® tn Action $11.99 to $14.99 


Foy Ellon, 


Consumer Tested High Fashions $11.99 to $14.99 


Chapin 


Fashion Meets Price at $9.99 
MUTUAL SHOE SALES COMPANY 


105 McGregor Street, Manchester, New Hampshire 





Shoe Buyers 
on 

their 

way 


up 
select 


WALL-STREETER Shoes 


And the reasoning is simple. Successful shoe 
men know they must keep sales going up 
and up always! And by purchasing the 
best medium priced line of shoes WALL 
STREETER", they continually increase both 
dollar and profit volume 


That's why shoe men who sel! and wear 
WALL-STREETERS” are doubly rewarded! 
First the “tanned-to-perfection” leather guar 
antees top notch appearance with a minimum 
of care WALL-STREETERS” need only 
an occasional touch of polish and a quic 
brush. More importantly they keep their “just 
tt : " bought” perfect fit and shape for months and 
" even years. Buywise, walkwise and success- 
wise “WALL-STREETER” shoes are your best 
step forward! 


~ ‘ 


ALL-STREETER 


SHOE COMPANY 


North Adams, Massachusetts 


fine Shes For Wen 


SINCE 1912 
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by GERVASE BUTLER, men’s editor 


It's always blackest 
just before the brown 


For several seasons past, the cry has gone up that too 
much black was responsible for the pall that falls on sales 
when no new persuader in footwear fashions makes the 
big board. This is true, to a degree. The single outstanding 
development in design was the boom in slipon acceptance. 

In recent windows Florsheim featured closeup views of 
neatly packaged laces as museum pieces.) Black was the 
color generally favored. 

Reasons for the black look were not hard to find. The 
trend in wardrobe coloration, since wardrobes are created 
by fabrics men who have little concern for leather, made a 
black base almost mandatory. In the case of the tanners 
who tried to solve the problem with the black-greens and 
the bronze hues, a hazard developed. Picture what happens 
to the subtle bloom of olive when the corner bootblack slaps 
a layer of black on it! 

But there's a new day coming. Come fall, and evident 
now in the advance swatches going to cutters, there is a 
new note sparkling in the murky depths of black and olive. 
Don't misunderstand. Fall apparel colors will be rich and 
dark. Olive will maintain its standing as a major tone in 
all outer apparel and will dictate a coordinated color palette 
in shirts, socks and neckties as well as hats. The new 
note is a blue note. And what goes with blue? The his- 
toric answer is brown. Color, as opposed to black, is on 
the move in shoe sales prospects for fall. 

There is no reason to suppose that the changeover will 
be so dramatic that the effect will be now-you-see-it-now- 
you-don’t. Watch for a blue mix in olive/black fabrics. The 
point is that a turning away point from green has been 
reached. Over the several coming seasons the cycle will be 


completed. 


The British look 

In its important Chicago convention, the National Asso- 
ciation of Retail Clothiers and Furnishers went on record 
for the British look. Ditto for the influential American In- 
stitute of Men's and Boys’ Wear. Lined up early was the 
National Association of Men’s Sportswear Buyers. To sum 
up, in dress and casual clothes for men the spotlight will 
be on slim, uncluttered, easy to care for wardrobes. Even 
sweaters and other knit garments reflect a trend to flat 
stitch smoothness. Conservative is the word. 

For footwear to go with... more leather on the instep 
... the high riser, slipon or tied, to complement the narrow 
trouser. For color, a new balance of brown to black to pace 
the town and vacation fashions for which black is no 
longer the “only” footwear answer. 
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“Ree Fley 
Ww hobulouw” 


The above is an exact quote 
from a Jarman dealer in Texas. 
Shown here is the newest 
Jarman Rex-Flex style — one 
of the finest shoes made today 


by any manufacturer. 


35704 - 

in Briarwood 

Brown calfskin 
Rex-Flex construction, 
featuring full cushion 
insole, soft leather 
lining, and special 
flexible counters 
(Also in black calf.) 
To retail at $19.95. 


SHOES FOR MEN 


$10.95 to $19.95 most styles 


JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 
A GENESCO DIVISION 





are lust as oie: as Back: to- 
School shoes made of Martin’s 


NytoVeE-L 


WITH all the smart, new 
shoes in NyloVel colors for 
Autumn, and DuPont's 
heavy advertising in 
Seventeen Magazine, in- 
ventory investments in 
NyloVel shoes will bring 


big returns on your money. 


n the NyloVel tag 


that identifies quality! 


48 West 38th Street, New York 18, N.Y. 
MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 


Insist 0 








SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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by ESTELLE G. ANDERSON 


The wonderful world of children’s 
shoes: Dramatize color, novelty 


Since there is no drastic change in silhouette or pattern 
in children’s shoes for this spring and summer season, mer- 
chants will do well to dramatize color and novelty. Of course, 
there is always black patent leather and, as the season pro- 
gresses, more and more white. But there is also the entire 
beige-to-yellow family, greens, pinks, blues, reds, composé. 

Call them lollipops or jelly bean colors. They suggest 
effective display and promotions that children will appreciate 

everything from licorice strips to lollipops and jelly 
beans. Spring and summer, Nature’s own bright color time 

. all the way from bright jonquils, hyacinths and tulips to 
cyclamen and fuchsia. 

How to feature sand and beige? That’s easy. There is the 
beach and the sand box. Incidentally, children’s play and 
beach clothes are prettier and have a special excitement. The 
play suits, beachcomber and cabin boy pants, beach toppings 
_.. “the cut of the jib” is different and the colors are myriad. 
Think about the extras and multiple pairs of casuals, sandals, 
sneakers and espadrilles you can sell. 


Dress-Ups by Alexis 


Transition from one season to another will be almost 
unnoticed ... practically a continuation. This is underscored 
by Alex Smith of Weber Shoe Company, who says: “We are 
selling and have sold for the past six months or so, about 
85 per cent of our shoes on the elongated oval last. This is 
a long, tapered last but it is definitely oval, has a flat top 
and wall side. It has the same measurements as the round 
toe last; is drawn out and looks like lots of measurements. 

“For fall, there is a definite trend toward the more 
classic types, where trim is an integral part of the shoe. 

“We are making a lot of center and side gores. This 
eliminates straps, assures fit and satisfies both mother and 
daughter. There is no limit on materials or colors.” 





ZS 
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StoMailer 


gives youa 


healthy 
mark-up 


all 
good 
mp 
..and maintains it from initial 
purchase of the line through 
years of operation because 
the mark-downs are so tiny 
they're almost nothing. Even 


Step- Master window dres- 
sers sell like staples! 


Sp Mailer 


SHOES, inc. 
GREENUP, ILLINOIS 


Manufacturers of children's shoes in the 
budget price bracket of $3.95 to $5.95 
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smart shoes 
for juveniles 


for all 
occasions 


An appealing tapered-toe pump 
with SHUGOR vamp for better fit 
and easy-on-and off. 


SHUGOR may be wovenin-and-out of 
slits and pulled-up to produce an 
interesting shirred effect. 





} 


J 
THOMAS TAYLOR & SONS, Hudson, Mass. 


COPR. 1961 THOMAS TAYLOR & SONS 
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Good thinking and common sense 

We are on your BooT AND SHOE 
RECORDER circulation list, plus our 
salesmen, and many of our dealers 
whom we have urged to subscribe. 
BooT AND SHOE RECORDER is part of 
our program of information and ed- 
ucation to our dealers. We have re- 
ferred to articles contained therein 
many times in our weekly dealers’ 
Merchandiser. Wherever possible, 
we use reprints that are available 
for distribution. 

We getting 
write your editor, Mr. Reilly, compli- 
menting him on his editorial in the 
15th concerning 
some hard facts. This is only one of 
the many fine editorials appearing in 
your publication, which represent to 
us a practical application of good 
thinking and common sense to the 
trade as a whole, which 
needed if we are to realize the co- 
ordination of potential and possibil- 
ities of our great industry and the 
part it plays in our way of life. 

W. W. GALLAHER, PRESIDENT 
FOOT-SO-PORT CO. 


were just ready to 


February issue, 


shoe are 


OCONOMOWOC, WISC. 


Agrees with Mr. Mendlovitz 

On page 69 of your Feb. 15th is- 
go along with Mr. Manuel 
Mendlovitz. Ask Globe Discount 
House on Washington's birthday if 
it was really 5000 pairs or dollars. 
It’s too difficult to think that that 
many Texans induced to 
buy that 


sue | 


could be 


many shoes in one store 
in one day. 
O.K.JAMES 
JAMES SHOES 
CHANUTE, KAN. 


© The RECORDER agrees that the 


figures are hard to believe but has 


no reason to doubt them other than 


their fantastic altitude. 





The RECORDER welcomes letters from 
the industry for publication here. Let 
ters must be signed as evidence of 
the writer's good faith. They should 
be addressed to the Editor, BOOT 
AND SHOE RECORDER, Chestnut and 
56th Sts., Philadeiphia 39, Pa. 








- 
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Is this the beginning of the end? 


by GERALDINE EPP, teenage editor 


The last always comes first. So, to kick-off our initial 


column on fall trends for teenagers, let’s talk about toes. 

Without for fall. A 
section reveals that 
servative houses will introduce pointier toes than they have 


question, points will prevail cross- 


survey of teen manufacturers con- 


ever made before. But style lines will hold the line... staying 
with the exaggerated points they have shown before. ““We’ve 
gone as far as we can go.” 

“As far as we can go”... these are prophetic words. Last 
manufacturers, who are always the first to know, confirm 
the fact that change is in the air. Their key customers feel 
pointed toes are losing some of their fashion impact and are 
eagerly developing new toe expressions, These follow two 
directions ... square... round. 

At the moment, the square scores higher. This interest in 
squares is confirmed by two representative last makers: 
W. E. Nichols of Vulcan and E. G. Daniels of Krentler Bros., 
United Last. Both feel that they are to be closely watched... 
they could well click with teenagers. Illustrated are several 
versions firms have adopted with Vulcan. 

“French “Arc” ... “Egg-shape” these 
are names of newly ovaled or rounded lasts for 12 to 14/8 
heels. They do not resemble ovals of yesteryear ... they have 
a longer recede. And some, like Woodward & Wright's 
“Button-Toe,” have low side walls and a crown at the toe. 


round”... 


And so we reach the question: Are points on the way 
out? NO! But these are changing times and we predict 
within two years points will be replaced at volume. Whether 


or not THE new toe will put its foot forward for fall, no one 


knows. 


Exaggerated 


French round square 


Italian square French spade Button-toe 


es 
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New toe characters are big news 


REPORT FROM ITALY 


by LAURA C. WATERS 


in women’s fall and winter styles 


here. Colors are darkened. Men's styles show the same influences. 


More new ideas—greater originality—has become 
the goal of Italian shoe designers as they feel the pres- 
sure of competition, especially from French style crea- 
tors. Most striking is a new toe trend. A roomier toe 
with a modified point has been introduced in two 
versions: one, a rounded, flat-topped tip and the other 
shorter and fuller, with a modified tapered tip. Excep- 
tion to this general trend is Albion of Florence, who 
still uses a fairly sharp needle. 

Heels continue at a dizzy height for evening. They 
are lowered for daytime, stopping usually at 22/8. 
Breasting is fuller; little stacked heels are strongly 
promoted. 

Darkened tones dominate colors for fall and winter. 
Browns are deep; blackened is best in aniline calfskin. 
Dull black calf reflects the trend away from glossy 
finishes. Chianti red and lead gray have limited im- 
portance. There are a few bolder colors: Taormina, a 
sparkling sea green, and Mattone, a brick red, warm 
as the walls of historic Bologna. 

Multicolor straps are used on new sling-back sandals. 
“Pebbled marble” heels are glistening white. Linings 
and sock linings match uppers. 

In trimmings, the major trend is to built-in treat- 
ments. Instead of bows, there are patterned inlays, 
often in contrasting colors and enriched with delicate 
perforations and fine stitching. 

Teenage pumps have low-cut vamps, 
quarters and scattered apron punching. Antique finishes 


scooped-out 


Graduated perforations, 
with black underlay, trim 
vamp of caramel calf 
pump, by Silbert of 
Vigevano. 


Slimmed toe beige calf- 
skin pump with perfor- 
ated vamp inlay in 
chocolate, by Perrone of 
Vigevano. 
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are preferred with the dull gloss and color repeated in 
the soles. 

A more masculine character is the general aim in 
men’s styling. The sharply pointed toe has been replaced 
by a planed-down toe with a modified tapered tip. Some 
tips are slightly rounded or squared-off. Calzaturificio 
Eureka are promoting in their factory their Alba last 
with an asymmetric toe slightly higher on the inside, 
used for both dress and casual shoes. There are more 
welts, especially in four-eyelet Derby styles. 

Colors have an “antique rub” and are darkened to a 
shadowy mahogany, a very dark brown in matte, dull 
chocolate, a very dark moss green and black. Soles are 
colored to match exactly the antique upper leathers 

There is a more casual look about these new men’s 
shoes. But though a little more rugged in appearance, 
they have not sacrificed their lightness or flexibility. 
Five-eyelet oxfords have low heels and slim quarters. 
There are more welts being made, especially in four- 
eyelet Derby styles. 

Casuals have treatments that resemble saddle straps 
or panels on the quarters, outlined in heavy cord stitch- 
ing in matching colors. 

A novelty in women’s pumps is a “triangle” 
line launched by Albion of Florence. A slit 
at the back of the shoe makes triangular flaps over 
the heel. 

Woven leathers have a fresh look used on the toecap 
in two-tone effects such as anthracite and cherry. 


new 
one-inch 


New medium point last 
(C & M Co.). Pullover in 
rich earthy brown by 
Borsani. Both from Vi- 
gevano. 


Casual pump, all-over 
nut brown matte calf, 
with rounder toe last, a 
new trend, by Dino of 
Vigevano. 
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Slim contrast look for summer dress 


Summer has a fashion wardrobe of its own and footwear is 
showing new importance as part of it. White in particular 
has been forecast as a popular mix, in slacks to go with navy 
and dark blazers, in jackets with contrast slacks. 

The white accent in these smartly styled ties echoes the 
washable plug in perforation details, the plug itself a slim 
contrast to the black calf body. The toe moderates its point 
to balance the lightweight sole. Stetson. 














Is style piracy strangling 
high fashion creators? 


Yes, piracy is doing great harm to high fashion orig- 
inators, say members of that group. It has happened 
that a new and original style has appeared in a chain 
store window before it has reached the shelves of the 
high style store for which it was first intended. 
cellation of the order by the high style store has fol- 
lowed, causing serious loss to manufacturer, dealer and 
designer. Copies normally take about three weeks to 
produce but if the original has been stolen from the 
factory the copyist can come out with his shoe simul- 
taneously with the original. This has happened in two 
sample rooms at the National Shoe Fair. Stealing di- 
rectly from the factory before the originator has had 
time to introduce the new style is the worst kind of 
piracy in the opinion of Ruth Kerr Fries, well-known 
fashion authority. 

Beth Levine, a designer much watched for high style 
ideas, has commented on the retailer’s natural unwill- 
ingness to re-order a style that has been copied down. 
“When an unsuccessful style has been copied, I cannot 
be too sorry,” she said. “A copy is detrimental to the 
original,” is the opinion of Al Bogutz, executive vice- 
president of Newton Elkin. The fact that the gap is 
being shortened between the introduction of the original 
design and its copy is not a good situation, according 
to Harold Gessner, president of Oomphies. 


Can- 


Ways of obtaining originals 

Several methods are used. Someone inside the fac- 
tory or sample room may pass the information on by a 
very exact verbal description. A style has been known 
to be copied in transit from the manufacturer to the 
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store. Most often major manufacturing firms depend 
on their sales representatives to pick styles up in the 
stores where they call. constitute the 
part of chains’ lines, we are told. The remainder con- 
sists of adaptations of former copies or adaptations of 
originals. 


Copies major 


Most copied styles 

In general, these are the shoes that are selling well 
at high fashion levels. Today, pumps with dressmaker 
treatments are the most copied, we have been told. With 
pump silhouettes the best 
simple matter of copying an ornament or treatment 
One high fashion Fifth Avenue shoe store reported that 
90 per cent of their summer 1960 line has been copied 
in either very simple styles or novelties. William War- 
ner, company executive of Caprini, has said that any 
good style may be copied, regardless of whether it is 
A great many of their style 
Piracy is a necessary evil, is his con- 


sellers, copying often is a 


intricate or simple. are 
copied, he noted. 
clusion. 

The merchandising manager of one of the leading 
shoe chain operations told us that their entire women’s 
spring line consisted of copies, but “not a stitch-for- 
titch copy,” he hastened to add. Their policy is to 
get the feeling of the direction that a fashion is taking, 
rather than to make an exact copy. In this way they 
avoid being copied by cheaper houses. In this author- 
ity’s opinion—and he speaks from the point of view of 
one of the largest chains 
today than a few years ago. 


less copying is being done 

His company has its own 
designers and, in addition, subscribes to all the foreign 
style services. 

Copies are most salable in the $8.99 to $15.99 bracket, 
retailers report. Newton Elkin styles, for 
example, may retail for as low as $12.98 or $14.98; the 
originals for $28.95 to the 
woman who can afford the high-priced, quality shoe who 
In the number of such women, and their 
continued for the best, lies the hope of the 
high fashion, high quality designer, manufacturer and 
the fine 
points of high grade shoemaking can increase the num 


Copies of 


$32.95. Obviously, it is 


will buy it. 
demand 


retailer. Consistent consumer education in 


ber of women who will become permanent customers 


for these shoes. 


High fashion creators not strangled 
A significant 
that they do not consider that style piracy is altogether 


number of shoe men and women say 


a harmful element. David Evins is one of those who 
think that copying does harm manufacturers and re- 


tailers but he does not consider that it hurts the de- 
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High fashion designers, manufacturers, retailers and leading 
chain store operators view the question in the varying lights 
of individual experience. Some find ‘‘piracy’’ a menace. Others 
disregard its competitive aspects, take it as a stimulus. 


signer. Instead, he says, it makes him work harder. 
“Fashion must have an audience” is how he regards the 
copying down of high style designs. “Why shouldn't 
the lower income woman have the opportunity to wear 
such styles?” he asks. The only unfortunate part of 
style piracy is that the designer does not benefit finan- 
cially from it. 

The buyer for the women’s better shoe department 
of an important Fifth Avenue department 
emphatic in saying that style piracy is not strangling 
high fashion His opinion is that a style 
proves its worth when it is copied. But it must start 
at the high fashion level, he says. It cannot start at 
a lower level and become a leader. 


store is 


creators. 


Powell, 
well-known for her original and high fashion creations, 
says there is less copying now than there has ever been 
because there is no point in copying. “The pump is the 
only 


There are others sharing his views. Grace 


shoe and the only changes that can be made are 
in a different collar, ornament or perforation. Every- 
one can design his own styles” is her comment. 

Bert Geller, another high style man and the fashior 
voice of Andrew Geller, does not consider that copying 
high fashion creators. 
are dealing in a different 


is strangling the The pirates, 


he says, area, a lower price 
one. “It's a great thing about America,” he says, “that 
bracket can also have the 


I should be quite concerned if our 


people in the lower income 
same good stvles 


styles were not copied,” he added. 


New element entering in 

Styles may be largely static just now but the picture 
More and 
are beginning to realize the need to 
have their own design staff. Some of our best inde- 
pendent American designers report a marked increase 
in their business as a result of this trend. Instead of 
waiting for the endorsement of a high style creator, 
they are taking the leadership into their own hands. In 


is changing in another way. more, volume 


manufacturers 


some cases, thev have also engaged foreign designers. 

Evelyn Lipare, one of our outstanding high style de- 
signers, takes a very practical woman's viewpoint. “To- 
day more people are aware of fashion than ever before,” 
she says. These include women living in small towns 
and volume manufacturers, she explained. They all 
want to follow a trend. The easiest way to do so is to 
copy someone else’s styles. In their search for designs, 
however, volume manufacturers are beginning, more 
and more, to establish their own design staffs. 

A spokesman for the style divisions of International 
Shoe Company, in substance had this to say. The manu- 
facturers should study the needs of their customers so 
they can serve them and themselves better, rather than 
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try to copy as much and as fast as possible. This is 
futile, not profitable in the end and has cut the creative 
element to one-half of one per cent of all shoe manu- 
facturers. The industry needs these creative people. 
They stimulate the public, create new styles and lead 
the way with constant experiments. The industry 
should protect these creative forces rather than strangle 
them to death. This does not mean no adaptations; it 
means adaptations of trends and looks rather than out 
and out copying of styles. 

Volume manufacturers are turning to foreign design 
talent as well as American. Edison Brothers have re- 
cently introduced in all their Chandler shoes 
designed abroad by two French and three Italian dress 


stores 


designers. It is planned to use the talents of these four 
men and one woman regularly in shoes that will retail 
at Chandler $12.95 to $14.95. The current 
collection, we are told, consists entirely of pumps. 


stores at 


Favorable position of big chains 

Big producers and distributors are very happily situ- 
ated financially for introducing new styles. They can 
afford to employ outstanding designers and use adver- 
tising and publicity on a large scale. They can buy any 
number of models abroad. And they can invest heavily 
Frank Callahan of Bonwit Teller draws 
attention to the importance of lasts in all today’s styles. 
The firms that have ample funds can buy new lasts 
before high fashion houses can and so are able to keep 
ahead of them in this important style element. 

David Serling, president of Sterling Last, does not 
believe that style piracy is increasing. Other sources 
Europe, of course, for one—make 
the copying of high fashion American styles less nec- 
essary, he explained. 

A constructive suggestion for ending style piracy 
comes from Alex Smith, designer for Weber Shoe Com- 
pany. A central designing headquarters should be 
formed, sponsored, policed and operated by NSMA and 
NSRA. Every shoe would be registered and any one 
wishing to copy the design could do so by paying a fee 
and crediting the originator. 

From another source comes a suggested solution to 
a number of industry problems, including copying. Last 
year a group of industry leaders evolved the idea of 
allotting specific leathers, colors, patterns and lasts to 
each manufacturing level for each season. They would 
be allowed to seep down later from top to lower levels. 
It is felt, however, by many that the idea smacks too 
much of fashion regimentation. 

Suggestions for stopping style piracy include patents, 
subsidies to designers, consumer education for greater 
appreciation of quality workmanship and greater sup- 
port of training schools for young designers. 


in new lasts. 


of style inspiration 





Some do's and don ts 
ie ==. for selling teenagers 


} 


should . .. today more than ever. 
Even as the stock market dips and 
unemployment rises, teenagers re 
main THE healthy segment of the 


NWS ie So, you want your share of the 
i. a 
was \ growing teenage market? Well, you 


a 





buying public. 
They're almost “recession proof,” 


P IS FOR PLAYTIME .. . by the pool, on 
the patio... in a Platy thong by Capezio. 


to quote Bernice Fitzgibbon, noted 
advertising woman. Mother may 


wear last spring’s bonnet, dad may 
} 


have his shoes resoled, but daughter 
io BS will get a new gown and slippers 
a for the prom. And her allowance 
i retains a secure place in the family 

A budget. 
How to get this teenage busi- 
ness? There is no magic formula, 
but there are some undisputed pre- 





requisites. First, and foremost, is 
the creation of a favorable store 
image. No matter how right your 
merchandise may be, it can’t move 
unless teenagers are attracted 





INTO your store. Outward appear 
ances count heavily 
Now, surveys have shown teen- 


agers to be basically shy and afraid 


MAYTIME FETES . . . use a Maypole’s pas of sales pressure. Surveys also 
tel streamers to dramatize a dyeable silk show them to be comparative shop 
dance pump. Show-Offs. pers. We know they must be catered 

to, made to feel secure All this 


points up the necessity for a strong 
advertising program, well thought 
out displays 

Advertising serves as the bill 
board for your store's personality, 
windows provide the “looking glass.” 
And both must reflect 

A realistic fashion viewpoint 
an image that will thrive on excit 
ing dashes of change, while offering 
the security of the familiar 

A clearly defined merchandising 
policy ... If yours is a price-con- 
scious operation, don’t put on airs. 
If you represent quality, adhere to 
every rule. Should word get around 








that your service or products don’t 


A SUMMER JOB . . . with the fringe bene- oe Seen eee ee 
fit of wearing Sandler's efficiently tailored rule you out. - 
white grained step-in. A “red carpet” welcome... 
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There is no magic formula for getting teenage business but 


there are some undisputed do’s and don'ts. 
recession-proof market, growing steadily 


Teenagers will know your store is 
THEIRS if you have a special de- 
partment, properly located and ap- 
propriately decorated; if you have 
a teenage fashion jury and employ 
young-minded people who 
don’t pressure sell; if you sponsor 
for them; if you 
feature junior charge accounts. 

For some specifics regarding ad- 
vertising: 

DO make sure your copy reflects 
a friendly, adult attitude. DON’T 
attempt to use teenage jargon. 

Saturday is the big shopping day 
for teenagers. DO concentrate 
newspaper advertising in late week 
editions. 


sales 


special events 


DO take space in school papers 
and programs if your budget per- 
mits. DON’T take it to be a good 
sport; make the effort pay. Use a 
sports program to advertise bow!}- 
ing or Key school 
paper space to seasonal events... 
boots for football games . 


tennis shoes. 
. +» party 
slippers before proms. 

If you use teenage personalities 
in your store, DO play them up by 
name ... with photographs. Youth 
attracts youth. 

As to window displays, DO give 
the price of every shoe featured. If 
many tag the 
number as well. It will 
simplify ordering the shoe inside. 
DON’T fail to provide employees 
with an identification chart. 

DO change your displays weekly, 
before the Saturday parade of shop- 
pers. 


styles are shown, 


shoes by 


Emphasize the exciting new 
fashions when they hit the store. 
Play the new (a silhouette, for ex- 
ample) with the familiar ... a 


poolside or patio setting. On other 


occasions, dramatize the basics. 
DO key footwear to important 
apparel trends. Teenagers are wild 
about separates, understand “mix 
or match.” How well a ribbon shoe 
ties into this idea! Show the shoe 
with a variety of ribbon bows and 
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with apparel if possible. Similarly, 
tie-in with summer’s fashion for 
pink. Let footwear ride a “pink 
cloud” too. 

DO recognize the serious side of 
teenagers. A lot of the money you 
want them to spend is derived from 
part-time or summer jobs. Play the 
job as a window theme; explain 
the need for a crisp, efficient appear- 





ili 


This is a healthy, 


by GERALDINE EPP 


ance, TOE to head, in getting and 
keeping a job. 

Take time out today to check the 
styles you have coming in for May- 
June selling. Balance the 
with the fashion news. If some- 
thing is missing, fill-in fast. Then 
plan your promotional program 
with an eye to teenage needs and 
interests. 


basics 


MIX OR MATCH... Pappagallo’s white 
patent ‘‘ribbon’’ shoe can be changed at 
whim for costume coordination. 





ON A PINK CLOUD . . . Cover Girl's straw- 
berry luster with a variation of the patch- 


work theme. 





WHAT’S IN A SHOE AND HOW TO SELL IT 





Shoe fabrics 


The fabric shoe is a strong extra-pairage item because each 
season’s new fabrics have fresh eye-appeal, with an infinite 
range of colors, textures and fabric patterns 


Fabrics have long been one of 
the important and popular shoe up- 
per materials. Each year, some 65 
to 70 million pairs of 
made with fabric uppers, more than 
in any other country in the world. 
Almost all fabric-upper are 
women’s, misses’ children’s. 

However, if we include all types 
of fabric-upper footwear, annual 
consumption in the U. S. would easily 
surpass 200 million pairs. This would 
consist of 70 million pairs of “dress” 
fabric half of 
total slipper output 5 


shoes are 


shoes 
and 


shoes; about our 
some 35 million 
million 


pairs of canvas-upper rubber foot- 


pairs approximately 50 
wear domestically produced, in ad- 
dition to some 100 million pairs of 
rubber-canvas imports. 

Fabrics are used also for linings, 
shoe ornaments (such as bows) and 
trims. 

However, the “shoe fabrics” to be 


discussed in this article are prima- 


LB de * 


rily those used for dress, fashion or 
basic shoes. 

Fabric shoes sell in every price 
range, from $4 to $50 retail. Today, 
versatility, the 
any 


due to its fashion 
fabric 
season. About 65 per cent of fabric 
are for spring-summer, 


about 35 per cent for fall-winter. 


shoe is adaptable to 


shoes sold 


All is fashion 
Fashion is the 
fabric 


casuals or 


prime point of 


appeal in shoes, whether in 
women’s 
in playshoes or high-style footwear. 
The fabric shoe has won popularity 
among the children’s, misses’, 


teenage groups, and has even found 


evening shoes, 


and 


some acceptance in men’s summer 
such as mesh plug effects 

offer an 
of selection of colors, textures, pat- 
terns, designs and finishes. Each of 
the many of fabrics has its 


own distinctive characteristics, mak- 


shoes 


Fabrics enormous range 


types 


Dress shoe made of 100 per cent nylon velvet (right) 


and one made of 100 per cent nylon houndstooth. 


by WILLIAM A. ROSSI 


Cotton print lining with “hearts 
and flowers” motit. Photos cour- 
tesy Gilbert Freeman, Inc. 
ing each fabric unique in its own 
right. 
Fabrics that 


never crocking 


are dyed today so 
color-fast, 


Textures can range from the smooth 


they are 


surface of silk to the nubby surface 
of shantung. 

Patterns and designs can extend 
into infinity. An extensive variety of 
finishes lends further to the fashion 
versatility of fabrics. 

Shoe fabrics 
Most are 
are stain-resistant. Most have excel- 


are also functional. 


easily cleaned and some 
lent durability and have good scuff- 
resistance. 

Fabrics 
ideally fashion 
specific costume, occasion, season or 
use. One of the perennials is the 
purchased to 


shoe to be 
the 


enable the 
coordinated to 


dyeable fabric shoe, 
match a particular costume color. 
The dyeing is usually a shoe store 


service. 


Basic fabric terms 

Shoe fabrics have a “language” of 
their Here the 
common terms used. 

Greige: This is the state of the 
fabric before dyeing, called “greige 
goods.” 

Yarn: This is 


spun from continuous fibers. 


own. are some of 


being 
May 


made by 
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be either single, 2-ply or 3-ply, 
which means the number of yarns 
twisted together. 

Warp: In weaving, the yarn 
lengthwise on the loom. 

Woof: In weaving, the yarn cross- 
wise on the loom. 

Twist: The number of times the 
yarn has been twisted. 

Napping: A process to raise the 
surface of a fabric as the material 
passes over rollers studded with 
metal points. 

Cloth Count: Number of yarns 
per square inch in the cloth. 

Appliqué: The sewing, embroider- 
ing or cementing of pieces of mate- 
rial onto another piece. 

Combining: Backing or “combin- 
ing’’ the outer shoe fabric with an- 
other cloth to add body and firmness. 

All types of shoe fabrics are made 
by one of these four methods: 

1) Weaving: A process whereby 
the fibers are interlocked or inter- 
laced to form a pattern or “weave” 
of desired design and texture. 

2) Knitting: Where the yarn is 
“looped” together. 

3) Felting: Where short fibers 
are “molded” into a compact unit by 
heat, moisture and compression. 

4) Braiding: Where yarn is in- 
terlaced in one direction only (as 
against the two-direction interlacing 
in weaving). 


Weaves 

The “weave” is the resultant de- 
sign or texture pattern of the fabric. 
There are countless combinations or 
variations of the basic weaves to 
create an endless variety of differ- 
ent weaves, each with its distinctive 
look. 

The shoe fabric company will have 
goods woven or knitted to its specifi- 
cations. These fabrics may be either 
yarn-dyed or in the greige state. 
Then the shoe fabrics firm will ship 
the goods to a dyer who will convert 
them into the finished product fol- 
lowing the specifications for dyeing 
and finishing laid out by the shoe 
fabrics house. Or the shoe fabrics 
house may buy yarn from a mill and 
have it woven to their exact specifi- 
cations by commissioned weavers. 

Fabrics, like leathers, can be 
given various finishes for functional 
or decorative purposes, or both. For 
example, the fabric may be napped, 
similar to the buffing to produce 

(CONTINUED ON NEXT PAGE) 
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DESCRIPTIVE TABLE OF SHOE FABRICS 


BROCADE 
CORDUROY 
CREPE 


DACRON 
DYEABLE FABRIC 


ELASTICIZED 
FABRIC 


FAILLE 
GABARDINE 
GROSGRAIN 
JACQUARD 
LAME 
LINEN 
MESH 


METALLIC 
FABRIC 


MOIRE 
MYLAR 


NYLON 
PEAU DE SOIE 
PIQUE 


PRINT 
RAFFIA 
RAYON 
SATEEN 


SATIN 
STRAWCLOTH 


SHANTUNG 
SILK 

SUEDINE 
TAPESTRY 
TERRY CLOTH 
VELVET 


WHIPCORD 


Rich, decorative fabric with dimensional design. 
Pile fabric with cords of cotton. 

Both a fabric and a weave, woven from raw 
silk and having a crinkled or wavy surface appear- 
ance. 

A synthetic polyester fiber. 

Any fabric easily penetrated by dyes. 


Woven with a covered rubber yarn to give the fabric 
an elasticity that shapes snugly to the fitted form. 
Rubber yarn may be wrapped with either a fine 
cotton or silk yarn. 

Fine ribbed fabric, usually rayon face with plied 
cotton filling. 

Tightly woven deep twilled fabric in wood, cotton 
or rayon, or mixtures of these. 

Tightly woven fabrics with heavy corded finish— 
with cords rounder than those of faille. 

Figured fabric woven on a special loom invented 
by J. M. Jacquard. Same effect as brocade 

Silk or rayon jacquard fabrics with designs woven 
with metallic yarns. 

Plain, fine fabric made from flax, easily dyed, very 
strong. 

Lattice-like design knitted with either natural or 
synthetic fibers, usually made of nylon. 

Fabric in which metal-covered thread has been 
woven to give unique look of interwoven metal and 
fabric. 

Silk, cotton or rayon with a ‘‘watered”’ look obtained 
in the finishing process. Material is usually ribbed. 


Laminated polyester gold or silver yarn that has a 
high degree of elasticity and strength. 


Polymeric Amide Fiber. 
Very fine ribbed silk. 


Fabric with raised weave pattern, usually of cotton, 
silk, or rayon yarn. 


Any fabric on which an ornamental design or pat- 
tern has been printed. 


Natural fiber, usually hand-woven into plaques or 
shoe uppers. 


A term covering many types of man-made fibers 
formed from viscose. 


Cotton fabric made by the satin-weaving process, 
sometimes used in backing. 


Silk or rayon fabric made by satin-weave process 


Fabric woven with either natural or synthetic yarn 
to simulate natural straw. 


Fabric made of silk, rayon, or cotton; slubbed yarns. 


A natural fiber made from the cocoon of the silk- 
worm, and making a smooth luxury fabric with a 
sheen finish. 


An imitation of suede leather manufactured by ad- 
hering either rayon or cotton flock to a dyed cotton 
fabric base. 


A heavy, multi-colored jacquard fabric. 


Cotton fabric with uncut loops formed by the addi- 
tion of an extra warp thread. 


Fabric with a fine, short pile, that can be made from 
silk, nylon or rayon. 


Fabric of the twill weave type with a heavier ribbing 
than gabardine. 











suede leather; or it may be “calen- 
darized” to give a smooth, shiny 
surface by rolling; or it may be 
“mercurized” to improve strength 
and appearance. Fabrics, like leath- 
ers, may be given smooth, nubbed, 
sueded, lustre, dull or matte, me- 
tallic, pearlized and many other dis- 
tinctive finishes. 

The fabric lining—vamp, quarter 
or sock—has become an important 
style feature, particularly in wo- 
men’s dress shoes and flats. These 
linings come in a wide selection of 
colors and designs to highlight “‘in- 
side interest” in fashion shoes. Such 
linings also have all the required 
functional qualities to make them 
serviceable. 


Past, present and future 

The use of fabrics in shoes—as a 
shoe upper material—can be traced 
back several thousand Rich 
silks were used in footwear in an- 
cient China, Persia and Egypt, and 
later in Rome and Greece. In recent 
decades, fabrics have maintained a 
steady share and 
fashion trends. 


years. 


role in footwear 

During World War II, due to ra- 
tioning of many materials, at one 
point fabric shoes represented al- 
most one-third of all the civilian 
shoes produced. Thus, fabrics did 
yeoman “war service” to keep Amer- 
ica soundly shod. 

During the same period the Na- 
tional Shoe Fabrics Association was 
formed. It for several 
years, but then for nearly a decade 
fell into semi-activity. In recent 
years it has resumed with full force, 
with 13 member companies. The As- 
sociation renders a variety of pro- 
motional, merchandising and fashion 
services to the shoe industry con- 
cerning shoe fabrics. 

The outlook for increasing con- 
sumption and interest in fabric 
shoes is seen as highly promising. 
The continuing entry of new materi- 
als—and particularly of the syn- 
thetic or man-made fibers—is ex- 
pected to give greater impetus to 
shoe fabrics than was possible in the 
past when fabrics were limited 
largely to the natural fibers. 


was active 


Merchandising the fabric shoe 
A recent survey 


revealed that 
while women like and want fabric 
shoes, they would like to know much 


54 





sired results. 


CARE! 





Suggestions to the shoe retailer 
for dyeing white fabric shoes 


1. Appoint a ‘‘specialist’’ in your store to do your dyeing. Hap- 
hazard, catch-as-catch-can dyeing by just anybody who may be 
available causes many unhappy customers. 

2. Be certain your manufacturer has been assured his fabric 's 
“hand” dyeable. Fabrics of some synthetic yarns are definitely not 
dyeable, so be certain that your manufacturer buys his fabric from 
a member of the National Shoe Fabric Association, who is a shoe 
fabric specialist and knows which fabrics will or will not dye properly. 

3. In any given color do not expect exactly the same shade from 
every fabric. Results may vary slightly from fabric to fabric. Try 
to obtain cuttings of backed fabric from your shoe manufacturer. 
His waste pieces may be available and wil! aid in obtaining the de- 


4. Be certain each shoe is clean and dry before dyeing. 

5. If the shoe is soiled, do not spot clean. Clean the whole shoe. 

6. Use a dry-cleaning fluid or a mild detergent solution. Do not 
use soap or any liquid that will leave a film. Apply lightly and use 
a clean cloth dampened with as little solution as possible. 

7. Avoid excessive rubbing. Gentle rubbing is a must 
directions on bottle of your dye supplier. 

8. Use only fresh dyes. Evaporation in old dyes will cause uneven 
results. Keep bottles tightly closed. 

9. Start applying dye at the heel seam anc: work forward steadily, 
evenly, around the toe and back on the other side. 

10. Dye the whole shoe without stopping 

11. Don't apply dye to soles or seams. Just come close and the 
dye will creep the rest of the way. 

12. In short, for your customers’ satisfaction—use care, care, 


Courtesy of the 
National Shoe Fabrics Association 
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about these shoes and their 
fabrics, particularly in regard to 
style information and fashion co- 
ordination. This obviously leaves a 
wide-open for 
their salespeople to do a 
merchandising with 
concerning fabric shoes. 

Here are some of the highlights 
about fabric that and 
should be merchandised: 

1) Lightness: The fabric shoe is 
light in looks and in actual weight. 

2) Fashion: The fabric shoe, with 
the proper fabric, is always in sea- 
son, always in fashion. The fabric 
shoe is the ideal fashion-coordina- 
tion shoe—adaptable to the occasion, 
the costume, the particular use. 

3) Promotion: Because of the in- 


more 


retailers and 
fashion- 
customers 


door 


job 


shoes can 


finite range and combinations of col- 
ors, textures and patterns of fabrics 
—and because of the vast selection 
among the different fibers and ma- 
terials—there great inherent 
promotional possibilities in fabrics 
and fabric These are dra- 
matic values with customer appeal. 

4) Elegance: The fabric shoe has 
a natural expression of elegance in 
its femininity and styling. It has 


are 


shoes. 


high 
merchandised. 


“status appeal” that can be 
This is an im- 
portant point of “practical” appeal 

that the shoe's fresh look can be 
retained longer with simple clean- 
ing. 

6) Wearability: Modern shoe fab- 
functional—meaning that 
they are practical from a standpoint 
of durability and wearability 


resistance, 


5) Cleanahility: 


rics are 
and 
without in- 
fringement upon their esthetic ele- 


abrasion - 


gance, 


7) Extra-pairage: 


The 
shoe is not only basic to the ward- 


fabric 


robe, but is an open door to the ex- 
tra-pair sale. It is a strong impulse- 
purchase item because each season's 
new fabrics have a distinctly fresh 
“different” look. 


is a 


eye-appeal, a 

The fabric 
shoe if so merchandised. 
son has its natural go-with family 
of materials, designs, 
tures. If promoted on a four-season 
basis it opens opportunities to in- 
crease extra sales not only to embel- 
lish fashion footwear wardrobes, but 
to give satisfaction to impulse-buy- 
ing urges. 


shoe four-season 


Each sea- 


colors, tex- 
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Men’s summer shoes 
—what's the barrier? 


Wartime restrictions helped kill sales of men’s shoes 
styled for summer. Since then a series of barriers 
have been erected to block summer sales, but there 
are suggestions for bringing back men’s shoes that 
are strictly for summer. 


Yes, 
summer shoe sales. It’s commonly 
agreed that men no longer buy 
dressy shoes styled for summer. 

Men's dressy summer shoes are 
of World War II that 
recovered. Before the war, 
men switched from winter to sum- 
mer shoes with the coming of warm 
weather. But, wartime restrictions 
took summer shoes off the market 
and when the men came home, 
they were out of the summer shoe 
habit. In addition, evolution 
in styling brought about lightweight 
and lighter weight with 
year-round appeal. This did more 
than anything to strengthen the 
barrier. 


there is a barrier to men’s 


casualties 


never 


an 


shoes 


There are other factors too 

Other factors that are a barrier 
to summer sales include: 

Price 
ingly conscious of shoe prices, the 
more costly summer dress shoes have 
lost the 
season casual. 

Upkeep—Men don’t want the ex- 
up to $1 a shine—of keeping 
summer two-tones and nylon meshes 


fecause men are increas- 


sales to low-cost, any- 


pense 


clean. 

Short season 
luetant to invest in a summer shoe 
for so selling 


Retailers are re- 


inventory short a 
season. 

Faulty retail merchandising—Re- 
tend to start markdown 
sales of these shoes too early. 

A study by the Institute for 
Research in Mass Motivations, Inc. 
reported the following seven major 
obstacles to summer shoe sales: 

@ All - right - for - others - but- 


tailers 
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not-for-me attitude of the consumer. 

® Man’s fear of being conspicu- 
ous. 

® Summer shoe 
miss the point. 

® Men feel 
informal. 

® Men don’t know when to buy 
and start wearing summer shoes. 

® The customers confuse the 
weight of a shoe with value. 

® Men feel summer shoes are 
not hygienic. They are hard to 
clean and let dirt and dust in. 


advertisements 


summer shoes are 


too 


Suggestions for manufacturers 


What should manufacturers do 
to correct the situation? Five pro- 
posals were suggested by Warren 
S. Lane, sales manager, Stetson 
Shoe Co., South Weymouth, Mass. 
They were: 

“Manufacturers should 
and develop fashion ideas to stimu- 
late a demand for dressier summer 
footwear, particularly dress 
uals. 

“The industry must work more 
closely with the clothing and ap- 
pare] manufacturers to promote a 
for a 
including suits, 
and shoes. 

“Manufacturers must work more 
closely with important retailers in 
an effort to pre-determine consumer 
acceptance of new ideas, thus de- 
veloping a program. 

“Impress upon vendors and sup- 
pliers the need for development of 
special materials and new 
to help shoe manufacturers produce 
stimulating style interpretations 
for casual and warm weather wear. 


conceive 


cas- 


wardrobe, 
hats, 


balanced 
furnishings, 


need 


ideas 


by CHUCK HOSSACK 


“The combined industries should 
make the ‘style related’ theme more 
meaningful and much more 
namic.” 


dy- 


And, for retailers too 

Lane made the following sugges- 
tions for retailers: 

® Develop the “style related” 
idea locally by a tie-in campaign 
with clothing and apparel 
or departments. 

© Promote the 
theme in your and in 
your advertisements by showing 
related items. This could be a co- 
ordinated effort with the clothing 
merchants in town if sell 
footwear exclusively. 

® Hold fashion meetings to 
doctrinate and educate retail] sales 
people and store operators to the 
potential in the category of summer 
footwear. 

© Most important, wear the prop- 
er clothing and footwear, consistent 
with the season and the theme 
which has been adopted as a 
sensible promotion. This is educa- 
tion by example and style leader- 
ship and must be endorsed by 
salesmen who are wearing what 
they sell. 

When should men buy and begin 
to wear their summer-styled dress 
shoes? Arthur F. Luce, treasurer 
and sales manager, Stacy-Adams Co., 
Brockton, Mass. offered one answer. 
He said, “I suggest that the men’s 
shoe industry promote a seasonal 
change-over similar to Straw Hat 
Day.” This give direction 
and promotional opportunities to 
retailers, lengthen the selling sea- 
son for summer and end 
consumer confusion. 


stores 
“style related” 
windows 


you 


in- 


could 


shoes 


Not obstacles—challenges 

The seven major obstacles to 
men’s summer shoe sales listed 
earlier suggest action on the part 
of both manufacturers and retailers 
to remove the obstacles. The two 
most important approaches appear 
to be advertising and education. 

Make Summer Shoe Day a nation- 
al promotion day to move styles 
that have been developed and 
fashioned to give summer comfort. 
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Vacation footwear—untapped 


Vacationing has become a year-round business. The 
vacation time is spent away from home. Photo shows the Straw Market at 
White Sands Beach, Montego Bay, Jamaica. Trans World Airlines photo. 


One of retail shoe business’ big 
but untapped markets is vacation 
footwear. 

This year, an estimated $100 mil- 
lion will be spent on vacation foot- 
wear—that on footwear pur- 
chased to wear during a planned 
vacation period. While that may 
seem like a wholesome slice of con- 
sumer spending, it actually repre- 
sents only a small part of the real 
potential of this market. Consider 
these facts. 

That $100 million vacation-foot- 
wear spending averages out to only 
20 million pairs—shoes plus rubber- 
canvas footwear. 

This year, some 80 million people 
will take vacations averaging from 
one to four weeks in length. 

Thus, per capita purchases of va- 
cation footwear by vacationers 
average out to only one-quarter of a 
pair. 

And per capita spending on vaca- 
tion footwear by vacationers 


is, 
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amounts to only $1.20. 

Vacationers will spend a total of 
$12 billion in 1961. Their footwear 
purchases will comprise only a tiny 
fragment of that. Shoe marketing 
experts say that purchases of vaca- 
tion footwear could be at least dou- 
bled, possibly tripled—provided that 
retailers do the required in-season 
merchandising-promotion job direct- 
ed to this market. 


Facts about the market 

The vacation market does not in- 
clude general year-round spending 
for recreational activities (an addi- 
tional $30 billions). Surveys show 
the following pertinent facts: 

The great majority of employees 
today receive two weeks paid vaca- 
tion. This is rapidly extending to 
three weeks—especially among em- 
ployees with seniority, and among 
office workers. The four-weeks va- 
cation—usually split two weeks in 


“< i é& 


great majority of 


summer, two in winter—is also sub- 
stantially represented and growing. 

The week-end vacation, now an 
American institution, may add a 
total of from 12 to 40 days of “vaca- 
tion time” to the regular vacation 
periods. 

An average of 125 full days a year 
are not worked. For the average 
individual, approximately four weeks 
of this is consumed by planned va 
cations. In short, the time spent on 
vacations today is appreciably larger 
than realized. 

Vacationing has now 
year-round activity—and a 
round business. Summer still 
as a vacation period, accounting for 


become a 
year- 
leads 


10 per cent of all vacations; fall is 
second with 25 per cent; spring ac- 
counts for 17 per cent—and another 
17 per cent is now spent on winter 
vacations. The non-summer vaca- 
tions are growing rapidly, and par- 
ticularly the winter period. 

The great majority of vacation 
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100 million dollar market 


Vacationers will spend a total of $12 billion in 1961. 
Vacation footwear sales could be doubled or tripled if 
retailers would do the necessary promotion. 


time is spent away from home— 
spent at a particular resort or place, 
involving specific recreational activi- 
ties, or visiting new places. While 
recreational activities, especially of 
the sports type, involve a substan- 
tial portion of the vacation time, 
especially amoung younger people, 
most vacation time is spent in a less 
vigorous way: travel, visiting new 
cities, change-of-scenery, resting at 
resort areas, etc. 

Almost all vacations are pre- 
planned, anywhere from two weeks 
to four months in advance. 
tioners usually know in advance how 
much they will spend, and on what 
items. Aside from lodging, food and 
travel, the next largest expenditure 
general apparel, purchased 
for vacationing. Foot- 
wear, however, has received an in- 
ordinately small share of this. 


Vaca- 


is on 
specifically 


Vacation footwear 
Vacation-type footwear falls into 
two specific categories: (1) footwear 


for special recreational activities 
during vacations; (2) vacation-type 
footwear of a general nature. 
Recreational footwear includes 
such types as used for boating, ski- 
ing, golf, hunting and fishing, ten- 
nis and beachwear. 
The for 


types 


footwear 
For example, 
some 4 million people play tennis; 
there are nearly 10 million golfers; 
fishing enthusiasts; 16 
hunters; 4 million ski ad- 
Translate these into con- 
specialized footwear 
needed on vacations, and the room 
for sales growth is huge. 


markets these 


are enormous. 


32 million 
million 
dicts. 

sumption of 


Sut the real sales-growth oppor- 
tunity is in “general” footwear 
bought for and utilized during vaca- 
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tion periods. These types consist of 
season-adapted dress shoes, play- 
shoes, casuals, dressy flats, loafer 
sport shoes, rubber-canvas 
casuals, slippers and lounge foot- 
wear, leisure (indoor-outdoor) foot- 
wear. Every vacationer needs and 
uses at least several of these types. 
matter the 
more 
during 
vaca- 


types, 


vacation—no 
the place—involves 
of activities than 
non-vacation periods. These 
tion periods call for much more 
social and recreational exposure and 
participation. This in turn calls for 
a greater variety of apparel—and a 
greater variety of footwear. 


Every 
type or 
variety 


Why so little for footwear? 

How is it, then, that America’s 
80 million vacationers buy so little 
footwear (one-fourth of one pair per 
capita) and spend so little on foot- 
wear (per capita average of $1.20) 
for vacation usage? Two particular 
reasons are cited: 

] Most Americans their 
regular footwear on a make-do basis 
for vacations. Relatively few make 
specific footwear purchases for va- 


cation use. 


use 


2) Retail shoe business has done 
little or nothing to sell and promote 
the idea of ‘‘vacation footwear’— 
that is, merchandising certain types 
of footwear with a direct market 
target in mind. If most Americans 
use their regular footwear on a 
make-do for wear, 
it’s because shoe business hasn't told 
or sold them otherwise. 

Note some interesting facts to 
demonstrate this point. The two 
biggest lull periods in shoe business 
are winter and summer. And ironi- 
cally, summer is the major vacation 
period, and winter is a large and 


basis vacation 


continually growing vacation period. 

January and February are ordi- 
narily the two lowest shoe sales 
months of the year. If the January 
clearance sales were not included, 
and when Easter is not early, Jan- 
uary-February retail shoe sales 
would drop even lower. 

July is the third lowest sales 
month, followed by August. Again, 
remove the July clearance sales and 
July would be at an even lower level. 
August is saved by the start of 
back-to-school buying; but other- 
wise it is a lull month. 

National advertising by shoe man- 
ufacturers is lowest in July, next 
January, third lowest in 
February, and fourth or fifth lowest 
in August. 

The records show the identical 
pattern for shoe retailers’ local ad- 
vertising. And much or most of the 
advertising in these months centers 
on markdowns and clearances. 

In short, at the peaks of the vaca- 
tion periods the bottom falls out of 
shoe of the selling, 
merchandising and promotional ef- 
fort. 


lowest in 


business—out 


Bought, not sold 


Instead, these four important 
summer-winter vacation months are 
utilized by shoe retailers as clear- 
ance-sale months. At a time when 
at least certain types of footwear 
have good sale possibilities at regu- 
lar prices—if promoted to the vaca- 
tion market—all the emphasis is on 
markdowns and clearances. 

Summed up, just about all the 
$100 million in vacation footwear 
is bought by vacationers—but not 
sold by retailers. In short, that $100 
million in footwear moves virtually 
by itself, without specialized selling- 

(CONTINUED ON NEXT PAGE) 
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promotional effort by retailers gear- 
ing their merchandising to the vaca- 
tion market. 

The challenging question: How 
much larger could this vacation 
footwear market be if retailers 
really promoted it? 


What retailers can do 

Two things are obvious: 

The vacation footwear market is 
potentially huge. 

Shoe business has neglected the 
potentials of this market. 

First, this specialized family of 
footwear needs a fresh name of its 
own—and simply, “Vacation Foot- 
wear.”” The old terms of “resort” 
wear and “cruise” wear, as applied 
to footwear, are as outmoded as the 
celluloid collar. They served their 
purpose in the past when they were 
designed to appeal to the tiny high- 
income luxury class which took its 
winter cruise, sunned at Palm Beach 
and made the annual pilgrimmage 
to the spas of French Lick, Bar Har- 
bor or Saratoga Springs. 

Today the situation is radically 
changed. The vast middle and low- 
middle income groups comprise the 
great bulk of the vacation market 
and are the big spenders. They 
dominate the lists of resort vaca- 
tioners and cruise vacationers 
travelers to foreign lands. To them, 
they’re on 
“cruise” or 

Thus, “Vacation Footwear’ has 
the specific and practical appeal for 
the mass market. 


and 
vacation— not on a 
“resorting.” 


In moderate price ranges 

Second, retailing 
that the bulk of apparel purchases 
bought for vacation use are domi- 
nantly in the moderate and moder- 
ate-to-low price ranges. This 
applies to footwear—in the so-called 
“popular price” categories. One clear 
of this is the 


rise in sandal-playshoe 


analysts show 


also 


indication 
and swift 
types for women (now over 100 mil- 
lion pairs yearly Another exam- 
ple: the once high-priced men’s golf 
shoes may now be purchased in 
price ranges of $8 to $10—and even 
some rubber-canvas types with spe- 
cial solings are being sold at lower 


enormous 


prices. 

Perhaps the main reason for con- 
centration of vacation-apparel buy- 
ing in the modest-price range is due 
to the relatively short-term use of 
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such merchandise. 

How does the local retailer go 
about cultivating the vacation-foot- 
wear market? 

First, he must recognize that 
this is a specific market, set apart 
by itself. The fact that he has sold 
a customer a pair of casuals in May 
and a pair of whites in June doesn’t 
mean that the customer’s footwear 
needs for summer are filled—or that 
she is now footwear-equipped for 
her summer vacation. As she pre- 
pares for her vacation in July, she’s 
very apparel-minded. She wants and 
needs at least a modest wardrobe 
of shoes for both social and recrea- 
tional activities. 


Fashion and function 

This means that the merchandis- 
ing pitch can and should be made 
on the basis of two factors: fashion 
and functional. One family of shoes 
for costume coordination (whites, 
dyeables, dressy flats, etc.) and an- 
other family for functional recrea- 
tional (boating, 
golf, beachwear, etc. 

Don’t sell “just shoes” for the sea- 
son. Sell benefits and end uses. This 
is suggestive selling. It links the 
the consumer's need or 

the consumer is 
simultaneously 
foot- 
spon- 


activities tennis, 


product to 
want. When 
tion-minded 


vaca- 
and is 
apparel, 
result is 
taneous This 
vate many impulse sales as well as 


vacation 
the 
combustion. 


exposed to 
wear included, 
can acti- 
regular sales. 


for 


exposed or 


exam- 
mer- 


Rubber-fabric casuals, 
ple, should not be 
chandised as merely in-season foot- 
wear, but rather in terms of specific 
end uses listed in ads or in window 
displays. 

The 
heavily on the vacation theme. Re- 
this 


your 


June-July period can play 


member, at time some 40 


cent of 


per 
local community is 
vacation-minded, vacation-planning. 
Strong play on the vacation theme 
at this time make 
the center” in terms of 
vacation footwear needs and wants. 

This 


several 


can your store 


“vacation 


combining 
your 


can be done by 


exposure forces: win- 
cow and interior displays, your local 
newspaper direct mail, 
publicity efforts. The more 


of exposure the better. 


local 
media 


ads, 


The salespeople can play a potent 
role in all this, for here is a won- 
derful opportunity for extra-pair 


and impulse-purchase sales. A sim- 
ple question can be asked during the 
pre-vacation or in-season period: 
“When are you planning to take 
your vacation?” This opens the door 
for extra-pair or impulse-purchase 
sales, for it permits the salesman 
to follow up by showing 
pairs of vacation-use footwear. 
Many interesting in-store displays 
footwear offer 
Sut 


several 


featuring vacation 
further exposure to customers. 
again, these should be displayed and 
merchandised in terms of suggested 
and not just as in-season 
footwear. The 
displays have to be as “vocal” about 
this as the salespeople themselves 
All this “tune in” on the 
vacation-mindedness of the cus- 
tomer. 
Specific 
footwear can do much to lessen the 


lull 


counter-bal- 


end uses, 
or upcoming-season 


tends to 


promotions of vacation 


and winter periods 
can do much to 
losses from the customary 


summer 
They 
ance the 
markdowns and clearances during 
these months. For vacation footwear 
is sold at Vacation 


footwear sales can easily be doubled, 


regular prices. 


even tripled and more, if properly 
This is 


and 


promoted more than an in 
in-season 


this is 


business, type 
of footwear. Unfortunately, 
of this 


rather 


season 


footwear 
than 


is mer- 
linked 


when 


how most 
chandised, 


cifically to 


spe 
the 


and 


vacation use 


consumer i158 vacation-minded 


hence highly receptive to such pro 
motions and appeals. 

Retailing continues to become 
particularly in 
markets 
having 


The vacation foot- 


more specialized, 


terms of specialized for 


specialized products spe- 


cialized end uses 
is one such untapped 


wear market 


opportunity. 


Correction 


In the article “Are 


Brands Losing 
the 


transcription 


Out to Private Labels?” in 
March 1 RECORDER, a 
error changed the sense of the last 
paragraph on page 58. This para- 
graph should have read: 


“But if the 
to be contained it 


growth of private 


labels is will re- 
quire a far more general recognition 
of the seriousness of the threat they 
and more intensive 
tising, promotion and creative mer- 
chandising by 


present, adver- 


every manufacturer 


making brands and retailer 


selling them.” 


every 
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‘‘Continental’’ 
de-luxe... 


“SO-LO”” 
by SEBAGO-MOC” 


WITH PATENTED WELT CONSTRUCTION 


8700 
BROWN GRAIN 


8770 
BLACK GRAIN 


Never has SEBAGO-MOC® been so proud of a shoe! 

From the bold, new sweep of line that catches the eye and 
flatters the foot to its slim, trim tapered toe $O-LO" 
is all dash and devil-may-care . . . all high, high styling! 

YES SEBAGO craftsmen have put all their skill to work 

to fashion . from finest mellow-rich leathers the most 





outstanding shoe style in your entire store this season, 


and for seasons to come! Extremely flexible Patented Welt 





Construction. Smart, high-riding, hand-sewn vamp 
Available — AA to E. Price — $8.75. 


IN-STOCK FOR IMMEDIATE DELIVERY! 


(a) SEBAGO-MOC COMPANY 


New York Office: 534 Marbridge Bidg 


In Canado — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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Athletic shoes are for people too 


Until recently your customers spent most of their 
leisure time on spectator sports but now they are go- 
ing in for recreation that requires doing rather than 
watching—opening a new market for you. 


One of the least exploited areas of 
shoe retailing—and one which offers 
accelerating profit potential for years 
to come—is that of athletic footwear. 
Few retailers appear to have fully 
awakened to this new opportunity in 
volume shoe selling. 

The obvious. Though 
keenly aware of the impact of in- 
creased leisure time upon the con- 
sumer’s living and buying patterns, 
the shoe merchant, along with many 
others, hasn’t yet sensed the change 
in attitude toward use of this leisure. 
Where Mr. and Mrs. Factory Worker 
and White-Collar Worker until re- 
cently devoted much of their free 
time to spectator sports, the accent 
has now shifted emphatically to par- 
ticipation sports. Americans every- 
where have turned to recreation 
which requires doing rather than 
watching. 


reason is 


A mass market 

The upshot of the change has been 
the blossoming of many types of 
sports paraphernalia into legitimate 
volume items. Almost overnight ma- 
terials, equipment and specialized 
apparel have found the mass market 
beckoning them. As yet, footwear 
hasn't really heeded the call. 

For those who need convincing, a 
quick look at what’s happening in 
the Great Outdoors should stimulate 
their merchandising plans. Outdoor 
recreation on a formalized scale has 
been taken over by the public. Con- 
sider boating. It’s now the favorite 
outdoor pastime of over 40 million 
Americans, double the number of 
10 years ago and growing in leaps 
and bounds. Last year the week-end 
sailors spent $2.5 billion on boats 
and equipment. 

Practically the same thing has 
happened to hunting and fishing. In 
1960, fully 40 million licenses were 
issued, about double the 1950 total. 
Skiing enthusiasts number in the 
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millions. So do outdoor campers 
crowding into national parks all over 
the country. And, of course, the golf 
and tennis crowd. 

The list doesn’t stop there. Moun- 
tain climbing, a highly specialized 
activity, now attracts over 100,000 
enthusiasts every week-end. Even 
parachute jumping, the extreme of 
extremes, has more than 15,000 reg- 
ulars. 

Indoors, bowling has become big 
business —and a family business. 
Last year well over 20 million people 
participated. With deluxe bowling 
emporiums sprouting on every high- 
way, the number is expected to at 
least double by 1965. 


Billions for equipment 

All this is merely a hint of what's 
taking place in the participation 
sports boom. As the pattern forms, 
billions of consumer spending dollars 
are being funneled into equipment. 
But athletic shoes—shoes for boat- 
ing, for bowling, for mountain 
climbing, fishing, hunting, skiing or 
for just plain camping—still take up 
little if any space on the average 
shoe retailer’s shelves. 

Most athletic footwear is still sold 
through sports stores or sports de- 
partments of department stores. 
More and more pairage is being sold 
through bowling alleys, boating ma- 
ski and hunting lodges and 
specialized selling camping 
equipment. man on the totem 
pole in a skyrocketing market is the 
average shoe store. 

Curiously enough, official produc- 
tion figures for athletic footwear give 
little hint of volume demand. Over 
most of the last decade, the figure 
has remained constant at approxi- 
mately one per cent of total shoe pro- 
duction. In 1958, when the latter 
reached 587 million pairs, athletic 
shoes were counted at only 5 million 
pairs. In 1958, they totaled a record 


rinas, 
stores 
Low 


7,694,000 pairs against over-all pro- 
duction of 638 million pairs. Last 
year, as all shoe output slipped to 596 
million pairs, athletic shoes fell to 
6,296,000 pairs. 

These figures, however, do not in- 
clude the sneaker types for 
boating or tennis. Nor do they re- 
flect the many pairs of moccasins 
purchased by outdoor campers or the 
boots, shoes, shoe pacs and slippers 
sold to hunters and fishermen. The 
latter are included under regular 
boot and shoe production, the sneak- 
er types under rubber footwear. 


used 


Take boating shoes. Many boaters 
still wear a tennis sneaker but more 
and more are buying the special type 
of sneaker ma‘keted as a boating 
Manufacturers of the latter re- 
port production and sales reaching 
close to 10 million still rising 
Are selling any? The market 
potential in a few years will be over 
50 million pairs. 


shoe. 


and 


you 


Sowling shoes? About 2 million 
pairs sold in 1960, a 
ingly low figure in view of the 20 
million bowling addicts. Not so sur- 
prising, however, when you consider 


were surpris 


that every bowling alley rents bow!l- 
ing shoes—and very few shoe depart- 
ments make any effort to sell them 
3ut what a ripe market! Bowling is 
the only national participation sport 
where the average person is content 
and wear a shoe 
others. Wouldn't it be a 
for a retailer who 
ply point out to his hygiene-conscious 
customers that they 
every precept of foot health? 


to rent worn by 
natural 
need 


shoe sim- 


are violating 


Try boating or bowling shoes 

Take a flyer on either boating or 
bowling shoes or both if you're look- 
ing for bigger volume 
profit opportunities. Dress up a win- 


and better 
dow and a store counter with an at- 
tractive display of one or the other. 
Do a little smart advertising which 
appeals directly to participators. 
You'll be amazed how many people 
notice effort—and how 
sales in these build up as your repu- 


your you! 
tation as an athletic footwear special- 
ist spreads. From there, it’s an easy 
jump into one of the more promising 
shoe markets of the Sixties. 
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Budgeting your advertising 


Before setting up an advertising budget, there are many points 
to consider, such as the media to be used, the store’s location, 
competition. Budgets must also be flexible so that unexpected 
developments may be taken into account. 


Shoe retailers must decide what 
they want to accomplish, who they 
are trying to impress before any 
efficient advertising campaign can be 
undertaken. To do this they must 
analyze the types of shoes they sell, 
te whom they are sold and how the 
selling is done. This will decide the 
media that must be used, how con- 
sistent the advertising will be and 
the they trying to 
reach 

If the shoe retailer wants to de- 
velop a long-range plan for creating 
good will for his store, he does this 
through institutional advertising. 
This kind of ad not promote 
any specific footwear. It tells the 
customer about the and how 


audience are 


does 


store 
shoes are sold. 

If the shoe retailer wants to con- 
duct a promotion and attract cus- 
tomers, he will insert a promotional 
advertisement in the newspaper or 
on the This is 
a direct way of attracting custom- 
ers. Something specific is being pre- 
sented to the public. This kind of 
advertising is used more than insti- 
tutional advertising 


announce it radio. 


Advertising media 

The next step is to determine 
which advertising media best 
serve the purposes of the shoe re- 
tailer. Care must be taken to pick 
the medium or media which will give 
the best results for the dollars spent. 
Ask questions about readership and 
coverage before spending money. 

The following advertising media 
are most popular with shoe retailers. 

1. Newspapers. This is the most 
common medium used by both large 
and small shoe retailers. Larger shoe 
retailers make newspaper advertis- 
ing a “must” and most of their ad- 
vertising budget is channeled in this 
direction. 


will 


March 15, 1961 


by SEYMOUR HELFANT 


Smaller shoe retailers must be very 
cautious before they invest in this 
medium, even though the cost per 
reader is relatively low. They should 
make sure that they can get satis- 
factory coverage with as little wasted 
readership as possible. Of course this 
becomes a problem in large cities 
where there are many competing 
newspapers. There is a great ten- 
dency to pay high rates to reach 
customers who will never shop in the 
smaller shoe store. It is also diffi- 
cult to select the “right’’ newspaper. 


Weekly newspapers 

Caution when 
considering the use of weekly news- 
papers. In many cases there is a 
great deal of “dead” circulation 
with this Some of their 
subscribers the paper un- 
solicited and rarely read it. 

Post office receipts are not neces- 
sarily an indication of ‘‘real’’ 
readership. Most newspapers with 
paid circulation belong to the Audit 
Bureau of Circulations their 
claimed paid circulation can be ac- 
cepted as true. 

2. Tabloid Throwaways. This is a 
medium that is increasing in use. 
The cost of setting up ads is rela- 
tively low. The important cost is 
reflected in distribution . . . whether 
by hand or by mail. When the shoe 
retailer use the complete 
tabloid by himself he can share it 
with fellow merchants. When read, 
this medium commands a good deal 
of attention. 

3. Direct Mail. Where advertising 
funds are limited and the shoe re- 
tailer wants to pinpoint his audience, 
this is the best medium... although 
large shoe stores and shoe depart- 
ments also make excellent use of di- 
rect mail with individual promotion 
pieces as well as monthly stuffers. 


must be used 


group. 


receive 


and 


cannot 


4. Radio. This medium is more 
popular with shoe retailers in small- 
er communities where a single, or 
perhaps two radio stations meet the 
requirements of the community. In 
these areas, as opposed to large cities 
where there are numerous stations 
competing, it is easier to reach the 
audience that can shop in the shoe 
store. Also, advertising costs are 
usually within the budgets of the 
stores. 

5. Television. Cost of this medium 
is very high in large cities. How- 
ever, there are areas in different 
parts of the country where adver- 
tising costs are relatively low. It 
is advisable for all shoe retailers to 
check into the costs of promoting 
over local television stations. 

6. Outdoor. This is good for insti- 
tutional advertising. Costs are rela- 
tively low. 

This, too, is 
institutional 


7. Streetcar or bus. 


suitable for advertis- 
ing. 

8. Door to door advertising. Hand- 
bills and shopping news sheets cost 
relatively little. The shoe retailer 
should make sure, when paying for 
this type of advertising, that full 
delivery of materials is made for the 
number contracted. Many times 
there is a tremendous waste because 
unreliable delivery people are used. 


Other points to consider 

Before any shoe retailer makes a 
decision on his advertising media 
and budget he must reflect on a num- 
ber of things. For example: 

1. He must decide the type of 
operation he is conducting. Is he a 
promotional operator who depends 
on fast turnover at low prices or is 
he operating a store that specializes 
in quality footwear and good fitting? 
Naturally, the promotional store 

(CONTINUED ON NEXT PAGE) 


6! 





When conditions are not good it is dangerous to cut the advertising budget 


which competes with discount houses 
will have to spend a great deal more 
money for advertising than the store 
which specializes in good fitting. 

2. The location of the shoe store 
is another important factor. Many 
shoe stores average the cost of ad- 
vertising with their rent. A store in 
a busy location will pay a high rental 
but will not have to spend as much 
money for advertising as a store in 
a poor location with low rent. 

3. Length of time in business. A 
shoe store in business for any rea- 
sonable length of time, that has 
earned a good reputation, will not 
have to spend as much money to 
attract customers as a relatively new 
business will. 


4. The shoe must be in 


retailer 


the public eye as frequently as any 


of his competitors. If his competi- 
tion does a lot of advertising, the 
shoe retailer in question will have to 
keep up with him. 

5. Knowing that a certain amount 
of advertising is required, the shoe 
retailer must then adjust his budget 
to the going rates of the media that 


ne expects to use. 


Don't cut the budget 
6. When 


conditions are 
not good there is a desire to 
expenses among them the 
vertising budget. This is dangerous, 


because the retail shoe store should 


business 
cui 


ad- 


+ 


be promoted properly to at- 
tract new business. The advertising 
budget should remain intact. 

7. Shoe should check 
past experiences with advertising to 
arrive at a current budget. 

8. Determining the expected dol- 
lar volume of business can influence 
the amount of money that will be 
spent in advertising to bring in that 
If the shoe retailer is look- 
volume he 


aiw ays 


retailers 


volume. 
ing for increase in 
might have to spend more advertis- 
ing dollars to realize an increase. 

9. The shoe retailer must deter- 
mine the volume of business that he 
can expect to do in the next 12 
months and then apportion his ad 
vertising budget accordingly. 

In planning a budget the merchant 
must work from past experience and 
then project this with his plans for 
He must: 
volume of business 


an 


future business. 
1. Check his 


for each month of the past year to 
determine his high and low points. 

2. The amount of money actually 
spent on advertising should also be 
checked. It should be reported as 
a percentage for each month. 

3. The amount spent or allocated 
for the different media should b+ 
analyzed on a monthly basis. 

4. The volume of 
each six-month period 
noted together with the dollars spent 
for advertising during the two previ- 
ous six-month periods. 


for 
should be 


business 


Last year’s figures 
After this data has 
bled and studied, the shoe retailer 
should then analyze what he did 
previously to obtain the volume that 
what must be 
period to 
He 


last 


been assem- 


he did and evaluate 
done during the coming 
produce the estimated figures 
must determine why and 
year’s advertising figures were able 


how 


to produce last year’s volume. 

To plan future sales, the shoe re- 
tailer should consider: 

1. The potential size of the shoe 
market that he will be catering to 
If the population is increasing he 
may have to spend more money to 
make his business grow up to his 
expectations 

2. He should check the income of 
his potential shoe customers. If their 
income is increasing, this might jus- 
tify a greater advertising budget. 

3. The outlook 
should be influ- 


business 
This 
ence customers and their purchases 
The shoe retailer must try 
mine if conditions will 
to meet last 
whether he can expect to 


general 
studied. can 
to deter- 
enable him 
year’s figures or 


go ahead 


Percentages 

A survey of family 
recently showed that 
for advertising ran from 2 per cent 
to 3.2 per cent of retail sales. Many 
shoe stores spent this much to main- 
tain their volume or build it higher 
However, there are many shoe stores 
that this amount for 
advertising. They are content with 


shoe stores 


expenditures 


never spend 


the same business year in and year 
out. 

To set up a planned budget it is 
suggested that the progressive shoe 
retailer obtain a copy of the Sales 


Promotion Calendar which is dis- 
tributed by the National Retail Mer- 
chants Association. 

In working out a 
shoe retailer should set 
months and yearly sales goal 
then break down the planned sales 
by each month of the year. 

After these planned sales are de- 
termined the shoe retailer must find 


program the 
up a six 
and 


out how much promotional effort will 
be needed to meet these figures. The 
store will break these figures down 
to the media that will be 
used, newspapers, direct 


various 
such as 
etc. 
of the money 
should promote the fast- 


mail, radio, 

The bulk 
advertising 
est moving shoes in the store; 
the least amount to be spent on the 
slow-moving footwear. Advertising 
has never been known to move slow- 


spent in 


with 


shoes 


moving 


A weekly schedule 
plan is 
ot hedule 


broken 
The 


to be spent each 


The monthly then 


into a weekly 
amount of mone 
week should 


of the monthls 


down 
represent a percentage 
sales that 


are to be 
expected in that week. For example, 
ines 
nave 
That 
pet 


montl 


35 per cent of the volume of bus 

month mays 
week 

alloted 35 


for the 


allowances must be 


enjoyed during a 


done in a certain 
week should 
cent of the b 
Of 


for 


been 
then be 
idget 

course, made 
for holi 
The budget 


promotions 


Suc essful 
days and special events 
should take this 

A daily schedule 


made so that the shoe merchant will 


into consideration 
must then be 
it will be most ad 
He must 
week that he 


business, 


when 
vantageous for him 

the dav of the 
expect the most 
large 


promote 
con- 
sider 
can pay- 


days of organizations whose 


employees are customers, night open 


ings, etc. 

Budgets must be that 
unexpected changes can be made at 
Additional 


for 


successful 


flexible so 


a moment's notice ad- 


order un- 


pro- 


vertising may be in 


expected previously 
purchases or un- 
might 
for an Therefore, in 


order to maintain proper flexibility, 


motions. Special 


planned clearance sales call 


added outlay. 


it is wise to allocate 10 per cent to 
20 per cent of the advertising budget 
for use as a reserve fund. 
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Mall attracts ‘lookers’ 


ST. LOUIS County families, by tradition, pack up 
the kids and go to the zoo, the Jewel Box, the airport, 
or the Museum of Transport for Sunday afternoon | 
junkets. Now a new dimension has been added: the 
Town & Country Shopping Mall, a semi-regional cen- | 
ter. The arcade design is so distinctive, appealing, 
and “new” to St. Louis that families are spending 
their Sunday afternoons there—‘“just looking, thank 


you. 


as’ 


Beige and soft green predominate in the street scene mural on the 

rear wall of the new Klick store in the Town & Country Shopping 

Mall, but touches of red make a cheerful tie-in with the alter- 

nately red and beige upholstered fitting chairs in the women's 

section of the shop. Women's casuals ore featured on the table 

display in the center of the floor. The display and also the chairs 
at the rear are reserved for children. 


Open every Sunday afternoon for window shopping 
only, the mall is under roof, heated in winter, cooled 
in summer, dotted 
gardened fur year-around beauty. 

Opening off its 40-ft-wide walkways are stores and 
shops, including J. C. Penney & Co., A & P super 
market, S. S. Kresge Co., Deering’s Rexall Drugs, a 
jeweler, men's, women’s and children’s apparel shops, 


with benches and fountains and 


a pastry shop, an eight-chair barber, a restaurant, a 
sidewalk cafe, a baby sitting nursery, and community 
meeting rooms. 


Open to window shoppers 

Although the stores are closed on Sundays, they 

appear to be open, with only broad sheets of glass 
eparating store interiors from the mall concourse. 
Modern, interestingly lighted, and emphasizing dis- 
play, the stores present a facade of effective merchan- 
dising techniques locally unique. 

Parking areas surround the mall unit. 
struction at one side, and scheduled for spring open- 
ing, is a Farmers’ Market, with country-fresh produce 
marketed direct by the growers. Town & Country, Page 
Blvd. and Woodson Rd., draws on an estimated trading 

(CONTINUED ON PAGE 106) 
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for seasonal sales that add 
so much t9 a year’s profits 


ables oa 
ind 


ting decks 





Advertised in Yachting 


outstanding. 


Balanced comfort and perfect fit 
For men and women. 


Advertised in Golf Digest, Golf, Sports ilustrated. 


BASS 
HIKING BOOTS 


The outdoor boots everyone knows by reputa- 
tion. First choice of experienced mountaineers 
and woodsmen and women, too. 


Advertised in Outdoor Life, 


Spats Rectan, Nhe 5 Shen, Logetertie. _ 


G. H. BASS & CO., Dept. BS-3, Wilton, Maine + 614 Marbridge Bidg., N.Y. C. 1, N. Y. 
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Foot-molded shoes .. . 


A cut-open version of the molded shoe over a plaster 
cast indicates how the shoe simulates the skin and con- 
tours itself skin-tight oround the foot, holding it in a 
natural balanced position. 


In the taking of a plaster impression the person must be 
seated comfortably so that the foot is resting on the 
casting platform with just the amount of weight that will 
compress the soft tissue, but without allowing the foot 
to fall into pronation or any other abnormal attitude 
People cre casted in a sitting position so that the foot 
will assume its most normal shape. The bottom is poured 
first. The feet are placed into the liquid plaster of 
Paris, which is allowed to harden. The top is then poured 
over the foot and set. This is the negative cast. 


The positive cast is made from the negative cast by 
first filling the negative with a separating medium and 
pouring liquid plaster into it. After this has set, the nega- 
tive is broken and removed, leaving behind an exact 
model of the patient's foot. 


Leather, rubber, plastic, cork, wood and a host of 
other materials have been used to act as shock-absorb 
ers against the jarring effect of stepping on the un- 
natural concrete surfaces of the modern city. Some of 
these materials have worked well. Some have been used 
as insoles and some as outsoles. But none seem to have 


done as comprehensive a job as the foot-molded shoe 


Foot-molded shoes are custom-made over a plaster of 
Paris cast of an individual pair of feet. The feet are 
placed in a position of proper balance when the cast is 
taken so that the shoes are pre-corrected against any 
weakness. The shoes are formed following the exact 
contours of the cast with just a slight bit of air space 
allowed for necessary foot expansion. The body weight 
is transferred over the entire sole of the foot instead 
of just at certain pressure points. Strain is relieved in 
this manner, with an even distribution over the arch, 
toes, metatarsals, and heels. 


Semi-skilled workers 

The shoes are hand-made be semi-skilled workers on 
an assembly line. Each worker completes one or two 
steps in the shoe formation. Several types and styles 
can be built upon the basic foundation of the molded 


The first step in actually making the shoe is to cover 
the cast with a monk's cloth lining that is ottached by 
a molding latex. This latex adheres to the cast, drying 
in this manner so that no contour of the foot is lost 


Crinolin is wrapped around the sides of the cast and 
glued to the lining with rubber or Barge cement 
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While podiatrists have been the chief makers of foot-molded 
shoes, no special license is needed to make and fit them. They 
are worn mainly by persons who have long experienced foot ills 
and need an extreme shoe for relief. 


shoe, the “plantar mold.” The end product takes on the 
shape of the foot both inside and out. 

Makers of foot-molded shoes point to their product 
and say, “It is designed to allow the foot to function as 
nature intended in its perfectly balanced position. It is 
a shoe that is made to conform to the individual foot 
so that in walking there are no undue pressures any 
place on the bottom or top surface of the foot.” 


The natural foot 

One maker of foot-molded shoes, Dr. Jack Silverman, 
podiatrist and president of Ortho Shoes, Inc., New 
Rochelle, N. Y., “Nature has put into feet 
approximately 50 to 100 sets of muscles that are used 
purely for grasping the earth and propelling ourselves 
But conventional shoes, together with the un- 


said, our 


forward. 
vielding surfaces we walk on, have restricted toe mo- 
and hindered the muscle action. 

“Fashion through the ages has added to the burdens 
of the human foot by style changes. For instance, there 
for heels. Foot-molded shoes do have 
somewhat of a heel on the inside, but the reason for 
that is the heels worn by our patients and customers 
They with calf muscles 
that have been shortened by time. So we incorporate a 
If we 
could make shoes for children from infancy, we would 
not have any heels in the shoe itself. They would be 
perfectly flat.” 


tion 


is no necessity 


in the past. come to us 


slight heel so that we do not cause discomfort. 


How foot-molded shoes work 


The foot-molded shoe returns the foot to nature. It 
supplies a substitute natural surface which balances 


An operator fills up the space created by the crinolin 
wrap on the bottom of the cast with a mixture of cork, 
rubber latext and wood flour. This is the walking plat- 
form known as a “plantar mold." It is the basis of the 
molded shoe. It forms a contour to the bottom of the 
foot giving a roundness to the heel, a longitudinal sup- 
port and o crest at the toes that the patient uses for 
grasping. Thus, a person walks in his shoes by placing 
his feet into his own footprint just as if walking in sand. 
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by DR. MORTON H. WALKER 
Podiatrist-Chiropodist 


the foot and reduces strain. The shoe tends to be thera- 
peutic because it presents a proper environment in 
which a foot will help itself. A foot will change for the 
better just as a dying plant will be rejuvenated if it 
is put into its proper environment. 

Foot-molded surpass the shoes 
used in the treatment of amputated or malformed feet 


shoes conventional 
because they conform more readily, are softer and are 
Foot-molded shoes are 
attachment 


extensions, 


more comfortable to wear now 
being made to accept any type of brace 
They can be made with platforms, side or 
center lacing or high boots. 

Why are these shoes often laced on the side? Be- 
cause there is a very important nerve and blood vessel 
that runs over the instep. Owing to the of fat 
tissue on the top of the foot, lacing across this area 


could cause pain, irritation and even a blockage of the 


lack 


blood supply. 


The cost is not high 

Dr. Silverman does not consider these shoes expen- 
He said, “A pair of these shoes, if taken care of 
properly, will last from three to five years, even with 
daily use. 5 


sive. 


Hence, the $75.00 that is the average price 
of foot-molded shoes is low.” 

Foot-molded shoes are indicated for weak feet, arth- 
ritic feet, ulcerated feet, the average feet that cannot 
be fitted by conventional shoes; tired feet, feet that 
work on hard surfaces, feet that carry an over-weight 
body, feet suffering from poor circulation. 

Do foot-molded shoes have an advantage over other 
shoes ? 

Yes. In molded shoes, any type of repair can be 
made. Parts of shoes can be removed or added. New 
leather tops, new linings or new soles can be put on. 
(CONTINUED ON NEXT PAGE) 


The lining is cut down to the final height and shape of 
the shoe. The cords are put on for design and strength 
of construction. Any design can be created by pasting 
on various lengths and thicknesses of cord. Different 
holes and openings in combination with cord makes a 
diverse styling. 





The entire shoe is covered by one piece of leather with 
the seam on the inside. This shoe will have a little leaf- 
like pottern with cord around the shoe for added effect. 


The entire shoe can be ripped apart in segments and 
reassembled. But the ordinary cobbler cannot make 
these adjustments. The average shoemaker does not 
carry or know how to use the adjusting materials. 
There is a certain type of cushioning insole, neoprene 
soling, rubber latex, correct formula for latex and wa- 
leather grades, lining and inter-lining material. 
What takes the time in repairing or making shoes is 
the drying time of the rubber latex. 


ter, 


Can be rejuvenated 


“An old pair of shoes can be rejuvenated so that 
they resemble new ones,” Dr. Silverman said. “We can 
take a pair of shoes and put on new leather tops, new 
inner linings, lengthen, shorten, redesign, 
and recolor. We can even make a new plantar mold by 
actually pouring plaster into the shoe to retain the con- 
tours of the existing shoe and then form a new mold 
over that 


SOICS, 


new 


“The foot-molded shoe does not have to be made by 
a skilled What we do at Ortho Shoes is take 
ordinary people and train them in one or two jobs. The 
shoe goes through an assembly line as in any factory. 
There is very little equipment necessary. They are al- 
most entirely hand-made. The cost of labor is what 
brings the final price of the shoe up.” 


person. 


There are a few disadvantages to these shoes. One 


The shoe is finished by re-dyeing and treating it with 
silicone for added protection to the leather. 


is an allergy that some people might have to the rub 
ber, monk’s cloth or leather. 

Sometimes the crest is too high or lands in the wrong 
place. The crest is that portion of the mold that forms 
underneath the webs of the toes. This serves the pur- 
pose of giving the toes something to grasp against for 
gripping action. If you check the insides of worn con- 
ventional shoes, you will find that people work their 
own crests into shoes by constant weight-bearing. The 
molded shoes gives you this crest to start with. The 
crest may not strike the foot right because of the flac- 
cidity of the tissues. If the flesh on the bottom of the 
foot is heavy and compresses markedly, then the foot 
will ride forward more, and the crest will feel as if it 
is too far back. There is no problem with bony feet 
On the other hand, the foot may elongate a great deal 
on standing and the crest will feel too high or too far 
back. But these conditions may be corrected simply by 
reducing the height of the crest 


First shoes too short 


People may complain that the shoe feels short. They 
stub their toes and have nail problems. Dr. Silverman 
explained that the originator of the foot-molded shoes, 
Alan E. Murray, first short 
thought he would prevent excessive 
therefore strengthen the foot. Ortho Shoes does not 
this principle and makes allowances for the 
elongated foot by adding a quarter of an inch of clay 
to the front of the plaster cast 

Foot-molded shoes have been condemned by the aver- 
age woman because she thinks the shoes are ugly. This 
is probably true. But the shoes fit the feet exactly, and 
feet are not beautiful. 


made it too because he 


elongation and 


follow 


No longer a fad 


Foot-molded shoes are becoming more popular. Sales- 
girls, dentists, barbers, businessmen and waitresses use 
them daily. Podiatrists and orthopedic surgeons are 
prescribing them for treatment of various foot ills. 
Foot-molded shoes are moving out of the fad stage and 
into general acceptance by a growing number of foot- 
suffering Americans. 


This is a finished shoe ready to be given to the wearer. 
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“Our potential: 
the entire footwear market” 


The Lanoue brothers’ store has grown rapidly because they 
constantly keep in mind each customer group. They buy for 
each group, never excluding any. 


Brock- 
has developed one of the 


In 15 years Lanoue Bros., 
ton, Mass., 
largest shoe volumes in southeastern 
Massachusetts with a 
average customer list. 

In 1945, brothers L. 
Clarence L. 


far-above- 


Merrill and 
Lanoue set up a men’s 
shoe business in a room at home. It 
was a part-time wholesale business 
supplementing their full-time jobs in 
manufacturing plants servicing the 
The following year 
moved to a 12-foot by 10-foot 
store, adding a few children’s shoes. 

Six months later they moved to a 
50-foot by 12-foot 
tion at 45 Legion Parkway. 
they 


shoe industry. 


they 


loca- 
$y 1948 
complete family shoe 
store. In 1951 they took over an ad- 
joining store, doubling in size. 

In 1958, they bought the building 


downtown 


had a 


by MILDRED S. SULLIVAN 


at 60-66 Legion Parkway and moved 
into a store of almost 4000 square 
feet. This move doubled the dollar 
volume of Each of the 
downtown expansions upgraded their 


business. 
merchandise lines. 


Buying policy 
What sparked this success? 
things! 
“Basically,” 
Lanoue, “we have grown rapidly be- 


Many 


says Clarence L. 
constantly keep in mind 
for 
each group. We never exclude any 
group. Our potential, therefore, cov- 
ers the entire footwear market. 

“For example do not 
medium and high fashion and for- 
get the many, many women who 
want walking types. We maintain a 


cause we 
each customer group. We buy 


we buy 


large year round stock of walking 
styles in sizes 1-12 and in widths 
from quin A to triple E. This is 
one of the largest and most com- 
plete stocks in this 
southeastern Massachusetts. 

“In this category 
mendous business. It brings women 
from miles producing a 
constant flow of new customers and 


category in 


we do a tre- 


around, 


a surprisingly high percentage of 
return customers. 


Orthopedic department 

“We have a complete orthopedic 
which handles thou- 
sands of prescription orders. We 
visit doctors regularly to tell them 


department 


about this service and our merchan- 
CONTINUED ON PAGE 109 


The retail sales floor is departmentalized. The 30-chair women's section is the largest, 
featuring six branded lines and producing 65 per cent of the business. 
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NRMA services 

A colorful brochure describing the 
National Retail Merchants 
tion’s many services and giving full 
information on membership is avail- 
The NRMA maintains a staff 
of retail experts in all phases of re- 
tail activity, including credit, labor 
relations, merchandising, personnel, 
sales promotion and store 
management. Write Doris T. Cor- 
nell, Member Relations Director, Na- 
tional Retail Merchants Assn., 100 
W. 31st St., New York 1, N. Y. 


Associa- 


able. 


research, 


A business of your own 

Thinking of going into business 
for yourself? Here are some points 
to consider: What are your chances 
of success? Should you start a new 
business or buy a going business? 
How much capital will you need? 
Where will you locate? What do you 
know about buying, selling, pricing? 
Can you handle management prob- 
lems? How much record keeping will 
be involved? How about taxes, laws, 
and regulations? These are some of 
the topics discussed in this pamphlet 
available from Washington. Starting 
and Managaging a Small Business 
of Your Own. 49 pp., illustrated. 
Superintendent of Documents, Wash- 
ington 25, D.C. Price 40¢. 


“0, 


A trademark guide 

A trademark guide is available for 
business executives for use in trade- 
mark or brand-name planning for a 
new product, or in the management 
of existing trademarks. It is written 
in layman’s language by authorities 
on trademark practice and procedure. 
This is a 130 pp. publication cover- 
ing the choosing of the right trade- 
mark, elements and desirable char- 
aceristics of trademarks, what to 
avoid. Examples are given. It out- 
lines the steps to take to create, reg- 
ister, and protect a trademark. It de- 
fines what is and what is not regis- 
terable and discusses trade names, 
foreign problems and the policing of 
trademarks. There is an index of 
trademarks, names and_ slogans. 
Trademark Management — A Guide 


HELP YOU MOVE MORE MERCHANDISE 


for Businessmen (3d edition). The 
United States Trademark Assn., 6 E. 
45th St., New York 17, N. Y. $3. 


Shoe fitting manual 

The Dr. has 
sued a 14 page illustrated booklet on 
fitting children’s shoes. It gives de- 
tailed step by step instructions that 
will enable anyone who has studied 
the booklet to fit and sell children’s 
shoes and to do a reasonably efficient 
job of it. In addition to fitting in- 
structions, the booklet gives sugges- 
tions for building a profitable chil- 
dren’s shoe business and lists a few 
shoe terms that the shoe fitter should 
know. Fitting Is Simple. Dr. Posner 
Shoe Co., Inc., 112 W. 34th St., New 
York 1, N. Y. Free. 


Posner Shoe Co. is- 


Describes calf leather 

The Story of Calf Leather is a 
little booklet that explains briefly 
through the use of swatches and 
short descriptive paragraphs what 
calf leather is, what its qualities are 
and what it is best used for. The 
Story of Calf Leather, Ohio Leather 
Co., 2 Park Ave., New York 16, N. Y. 
Free. 


Small business home-study course 


A booklet just issued describes the 
newest correspondence course offered 
by Dun & Bradstreet. The course is 
entitled Profitable Management for 
Small Business. It was prepared to 
bring to small businessmen the man- 
agement know-how that will help 
them increase sales, cut costs and in- 
crease profits. The booklet outlines 
in detail what the course covers, the 
procedures involved and the cost. A 
new Dun & Bradstreet Home-Study 
Course: Profitable Management for 
Small Business. Dun & Bradstreet, 
Inc., Box 283, Murray Hill Sta., New 
York 16, N. Y. Free. 


Population statistics 

The Bureau of the Census is issu- 
ing a series of 57 reports of general 
population characteristics based on 
the 1960 census. The reports will in- 
clude a U. S. summary, one report for 


each of the 50 States and a report 
each for the District of 
Puerto Rico, Guam, Virgin Islands, 
American Samoa and the Canal Zone 
Each report will give a summary fo1 
the State, with a breakdown of urban 
age, 
sex, 


Columbia, 


and counties: data on 
household relationship, 
I 


There will 


earlier 


places 
race, 

marital status 
parison 


statistics for urban places of 10,000 


e a com- 


with censuses and 


or more. Census of Population 1960 


General Population Characteristics 
Final Reports. Bureau of the 
Washington 25, D. C 


vary 


Census 
Prices of in- 
dividual reports from 35c¢ to 
$1.75. Complete set $43.40 


Finding and keeping executives 
This is a report by the NRMA cov- 
ering panel discussions and other ma- 
terial on the problems of recruiting 
and training potential executives and 
junior for retailing. It 
gives the actual practices and experi 
ences of with 
for three There is a 
training plan for junior executives 
Finding Keeping Exec 
National Retail Merchants Assn., 
W. 31st St., New York 1, N. Y. Price 
NRMA members $3; others $6 


exer utiv es 


stores, case histories 


stores. model 
and ufives 
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Direct mail letters 

Specimens of letters done by eight 
reproduction processes are shown (as 
multigraphing, offset, 
typing, mimeographing, etc. An 
explanatory sheet describing the 
process follows each sample. Letter 
Reproduction: How to Select the 
Process for the Purpose. Direct Mail 
57th St., 


automatic 


Advertising Assn., 3 E. 
New York 22, N. Y. $5. 


Modern shoemaking described 

A clearly written description of 
how modern shoes are made is avail- 
able from the National Shoe Insti- 
tute. It is mimeographed and is in- 
tended for use in staff instruction by 
manufacturers and retailers. How 
Modern Shoes Are Made. National 
Shoe Institute, 50 Rockefeller Plaza, 
New York 20, N. Y. Free. 
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Flexfit golf rubber 


3 


A zephyr weight rubber for early 
morning golfers, made of a special 
that is 
silient. Molded spikes will not pull 
out. Easy to 
small or large fits popular shoe sizes. 
SOURCE: Beac on Falls Rubber 
Footwear, Falls, Conn. 


plastisol flexible and re- 


store, easy to clean: 


Beacon 


Scuff resistant 
leather pretreatment 


Made to fit almost type of 
leather tannage, a new line of scuff 
resistant pretreatment 
both and 
systems. Known as 
has been field tested with 
both 
manufacturing proc- 
manufacturer reports. 


any 


products is 


solvent base 


available in 
water base 
Addix, it 
excellent 


results in tanneries 


and in shoes 
esses, the 

Addixes are now being offered in 
a complete range and company sales- 
men are qualified to recommend a 
Addix pretreatment on any 
particular leather. Tannery demon- 
also on 


specific 


strations available request. 
Manufacturer is now in a position to 
Addix materials 
used in flow coating applica- 
SOURCE: K. J. Quinn & Co.., 
Malden, Mass. 


recommend correct 
to be 
tions. 
Inc., 


Improved shoe tapes 

Better flexibility, ease of stretch 
and perfect conformation are among 
the advantages of new and improved 
pressure-sensitive tapes now offered 
by this company. Designed to pro- 
wrinkle-free straight seams 
und faster, more colorful labeling of 
shoes, they include recently im- 
proved lines such as “Scotch” brand 
No. 910 back seam tape and several 
printed tapes having improved con- 
struction for permanent trade and 
brand name identification. 


vide 
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Back seam tape is designed to cup 
away from 
sure perfect conformation to com- 
pound curvatures of the back part 
Printed 


many colors can be die-cut to almost 


its adhesive side to as 


of shoe. tapes featuring 
uny shape and size, provide 
different 
equipped 


as many 


as Six color combinations, 


are with quick release 
be applied 


ita Min 
Paul, 


liners enabling tapes to 
quickly. SOURCE: Minnes 
ing & Manufacturing Co., St 
Minn. 


New pullon style 


Red Ball Winterettes, 
is a new, over-the-foot pullon in cor- 
duroy with nylon fleece lining and 
Available in 
1-10 
and 


Purdue, by 


insole. toe 
women’s sizes: 5-10 narrow; 
medium. In black, coffee 
gold. Retail about $8.00 

SOURCE: Mishawaka Rubber Co., 
Inc.. Mishawaka, Ind 


Tapered 


bean 


Box toes for stitchdowns 

This 
Aqua-Celastic 
especially recommended by the man- 
ufacturer for stitchdown 
shoes. Unlike 
which lack true durability and are 
repeatedly affected by moisture, or 
polystyrene materials which are not 
compatible to the stitchdown proc- 
ess, the new Aqua-Celastic applica- 


new custom formulation of 


box toe material is 
use in 


buckram box toes, 


tion is literally a chemical process 
that polymerizes in the shoe. Result 
is reported to be a low-cost, easily- 
handled box toe material that 
sures extreme rigidity and is highly 


in- 


resistant to heat or moisture. 


The 


offering a new Aqua-Celastic scrim- 


same manufacturer is now 
coated counter for vulcanized shoes 
and a flocked one-piece counter and 
new 
for 
available in 
flocked 
lining 


Tne 


lining for vulcanized shoes. A 
Celastic thermo-plastic counter 
back-molded 
either 


shoes is 
inserted counters or 
and 


Products 


counter 
Wasco 
Vass 


one-piece 
SOURCE 
} 


Cambridge, 


Innersole forepart 
for women's 
Springlex 


Designed specifically 


cement shoes, innersole 


forepart is a single unlaminated 
sheet oriented with transverse rigid- 
ity, for 


cement constructions while maintain 


provides strong adhesion 


ing fine last lines and resisting pip 
ing and cupping. A smooth, spongy 


material, it has excellent working 


characteristics on existing shoe ma- 
chines, will round or can be cut with 
and readily 


a clean edge, 


stiffening 


accepts 
ause of its 
SOURCE 
Hadley Falls 


agents bec 


breathing absorbency 
Te ron, Tine 


Mas N 


Sout) 


Toreador plastic heel 


Although a newcomer in the fast 
est-moving group of heel heights for 
pring (9 1/2/8 to 12/8), the 
Toreador heel already 
been marked for popularity by many 
AS a 


styles 


new 
plastic has 


fashion observers. radical de- 
from dominating 
misses’ and growing girls’ shoes this 
definite 
styling trend already established in 
Italy for the 
season. Noteworthy features include 
sharply defined planes and angles 

The Toreador is now available in 
production 


parture 


past season, it indicates a 


and France coming 


quantities and will be 
seen on misses’ and growing girls’ 
shoes for Easter. SOURCE: 
Heel Co., Div. United Shoe 


ery Corp. 


Mears 
Machin- 
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Toe spring is the distance from the ground to the 
tread surface of the sole at the extreme tip of the toe. 
The slightly turned-up effect at the toe is known as toe 
spring. 

It may be defined a bit more technically as the 
distance from the ball tread to the tip of the toe of the 
sole when bearing no body weight. 


Toe spring affects style, fit and comfort 

Practically every shoe has a built-in toe spring. 
Functionally, it’s an essential part of the shoe. It 
affects the style, fit, walking-ease, comfort and break-in 
of the shoe. Too much or too little toe spring can 
affect the looks, feel and wear of the shoe. 

While several different factors determine the amount 
of toe spring in a shoe, the most important factor is the 
last. Every last is designed with a certain amount of 
toe spring. However, the amount of toe spring in the 
last is distinctly different than the amount in the 
finished shoe. This is important to remember, because 
when talking about toe spring we must distinguish 
between that in the last and that in the finished shoe. 


Variety of factors determine toe spring 

There are no exacting standards as to the amount 
of toe spring in either a last or shoe. This is because 
toe spring must take into consideration thickness of 
outsole and insole, heel height and style features on 
the finished shoe. 

Roughly, however, it might work out something like 
this. On a man’s shoe with a single sole and 8/8 heel, 
there would be about 1 in. of toe spring in the last, 
and about ™% in. on the finished shoe, On a % heel the 
toe spring would be slightly lower. 

Why is toe spring essential to a shoe? In walking, 
the weight moves from heel to toe, then springs off as 
the step is taken. There is a necessary amount of 
rigidity in an outsole. So the design of the last must 
allow for a little rocker effect so that the foot can flex 
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The what and the why of toe spring 


easily and roll forward with each step. Toe spring 
permits this. 


Vamp bite is eliminated 

Without toe spring the shoe would bite into the 
toes across the top of the vamp with each flexing of 
the foot in walking. 

When the outsole is thick or heavy (this also applies 
to the insole), more toe spring is required; that is, 
there must be more of a built-in rocker effect. We see 
this, for example, in army combat or service boots. 

The style of the last or shoe affects toe spring. For 
example, triple-needle women’s shoes require more toe 
spring. This prevents tripping or scuffing because of 
the long pointed toe, makes the shoe easier to walk in 
and makes it fit better. 


Body weight flattens the sole 


The amount of toe spring can vary from as little as 
14 in. to 1 in. or more, depending upon the type of shoe 
or last. However, when body weight is borne on the 
shoe, the visible amount of toe spring either disappears 
or is greatly reduced as the sole flattens. Because of toe 
spring, the collar of the shoe pulls snug to the foot as 
the sole flattens under body weight and gaps are 
eliminated. 

Toe spring is also a style feature in some shoes. 
There is another version of toe spring called “top toe 
spring” in which the top of the shoe at the forepart 
has a somewhat hollowed-out look that tends to ac- 
centuate the look of toe spring. Here, the toe of the 
last is a little fuller, and the vamp more hollowed, than 
ordinary. It can also work in reverse so that there ap- 
pears to be less toe spring in the shoe—though actually 
there is enough. This is a matter of last design. 

Hence, toe spring has both a functional and style 
value in the shoe. Good fit, shoe comfort, appearance 
and performance of the shoe are strongly influenced 
by toe spring. 
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How the U.S. 
helps small retailers 


There is a powerful, but often unused, ally on the 
payroll of every small retailer. The ally is Uncle 
Sam. He stands ready to help with a host of services 
already paid for by your taxes and those of your 
neighbors. 

For you, Mr. Small Retailer, almost all government 
services are available through the Department of 
Commerce or the Small Business Administration. 
Both agencies maintain nationwide regional offices. 
The Commerce Department has 33 and the SBA, 15. 
Officials at these offices are trained to counsel you 
on the whole range of government services, what they 
are and how to go about getting them. 

Usually, your first step is to contact the Commerce 
Department or SBA office nearest you. There is un- 
doubtedly an office in your city or a nearby city. 


Commerce Department speaks for you 

The Commerce Department is specifically charged 
with promoting the nation’s industry and business. 
One function is to speak for businessmen in Congress 
and government councils. 

@ Business and Defense Services Administration— 
BDSA has 24 divisions representing various fields 
(distribution; leather, shoes and allied products) 
staffed with experts to give businessmen solutions to 
their problems and first-hand information on govern- 
ment measures affecting trade. BDSA personnel are 
in all 33 regional offices. 

@ Office of Technical Services—This office dis- 
tributes technical reports of United States and for- 
eign research and helps industries develop and agree 
upon commercial] standards for products. 

@ Office of Business Economics—Here is a vast 
storehouse of statistics regularly measuring changes 
in the economy—an invaluable tool to business 
planning. 

@ Census Bureau—This is the government’s major 
statistics collector. The bureau personnel count and 
chart population and measure changes in markets, 
business operations, workers and other important 
aspects of the country. All reports are available 
to you. 


SBA provides money and advice 


SBA was established entirely to serve small retail- 
ers, wholesalers and manufacturers. 
@ Management aides—Working through contracts 
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with leading universities and research groups, SBA 
publishes a wide range of “management aides” con- 
taining advice and new methods from experts on 
how to improve most types of business operation. 

@ SBA loans—Lending is a top SBA function. To 
qualify, a retailer generally must have gross sales 
of $1 million or less a year. He must meet “reason- 
able” credit requirements. There are three types of 
SBA loans. In one, the funds—up to $250,000 for 10 
years at 5% per cent interest—come directly from 
the government. In the second, SBA makes a loan in 
participation with a bank. Again, the government 
may not put up more than $250,000 of the total. In 
a third type, called “limited participation,” SBA, 
through a bank, may lend up to $15,000 or 75 per 
cent of the total, and the bank the rest for as long 
as five years. These loans are tailored to firms with 
limited tangible collateral but good earnings. 

A firm seeking an SBA loan applies through his 
own bank. The bank must certify that the money is 
not available from regular commercia! channels be- 
fore the government will consider the application. 

SBA loans are designed to help firms finance busi- 
ness construction; modernize or expand; supply work- 
ing capital or help finance equipment, inventory or 
materials. 

SBA also charters and helps finance special small 
business development companies which are formed 
as private firms to make commercia! loans and to 
invest in small firms. 


There's a national bookstore, too 


Government Printing Office is the official printer 
and seller of a mountain of government reports, 
books and other material. You can get regular cata- 
logs of publications from which to order what you 
want at low cost. Write to Superintendent of Docu- 
ments, Washington 25, D. C., to be put on the catalog 
list as a small businessman. 


FTC is a business police force 


Federal Trade Commission is a government police 
force. If you believe competitors are violating laws 
of fair play, write the FTC. All complaints are kept 
confidential unless you agree otherwise. This agency 
is also interested in any suppliers violating laws 
against price discrimination, misleading pricing and 
misleading advertising. 


NLRB can help clarify the rules 


National Labor Relations Board is referee in labor- 
management problems. Strict rules guide unions, 
workers and management when attempts are made 
to organize a store or afterwards in bargaining. 
Some picketing is legal and some is not, especially 
if you are an innocent third party. The NLRB in 
Washington can give help and guidance. 
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AN ANALYSIS OF 


Is a big fall coming? 


Look for coming fall shoe shows at St. Louis and 
PPSSA next month to provide earlier-than-expected 
turning point for shoe business. Shows will serve as 
first real barometer for 1961 prospects, spotlighting 
status of inventories, retailer ag well as manufacturer 
morale, fall planning by larger distributors who set 
industry pace and general outlook for shoe business 
over the country. If latter is promising, and chain 
and mail order firms say it is, industry as a whole 
will start priming for big fall sales and production 
push. 


Pattern for 1961 is already shaping up. This is how 
several big chain operators see it. Production will be 
off in first quarter from year ago—probably by 10 
million pairs. But sales at consumer level, already 
improving, will pick up sharply as weather improves. 
Retail stocks, already low, will get tighter and tighter. 
reach low point shortly after Easter. But spurting 
Easter business will help ignite a new buying wave. 
It may also spark healthy preparatory fall buying at 
St. Louis and New York shows. Some say it could be 
healthiest in many seasons. 


Feeling is that fall openings will surprise many 
gloomsters who have been predicting another disap- 
pointing production and sales year. Fact is, retail 
sales held up surprisingly well last year—close to 615 
million pairs of domestic leather shoes. This has 
helped lighten retail inventories. Good Easter busi- 
ness will lighten them close to danger point. Retail- 
ers will be in stronger open-to-buy position at fall 
shows. Result will be long-anticipated shift 
from inventory reduction toward inventory building. 
This will gather momentum in second quarter, move 
into high during last half as industry girds for next 
boom cycle. 


away 


How will this affect 1961 production and sales? 
“Conservative” forecasts heard most often will prove 
much too conservative. Simple arithmetic, based upon 
1961 population figures and average per capita pro- 
duction, would indicate minimum of 629 million pairs 
for year. The slightest increase in per capita—from 
the 3.44 average sustained over past seven years to 
3.5 pairs—would mean a new record total of 640 mil- 
lion pairs. 


Latter figure is more probable than possible. Over 
the Fifties, per capita never sank below 3.44 norm 
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for sustained periods. Last year’s 3.29, although low- 
est in years, was due primarily to excessive produc- 
tion and heavy stock-building of 1959. It was inevit- 
able that historical pattern of two good years fol- 
lowed by one “bad”’ year would be felt more sharply 
after excesses of 1959. General recession and worsen- 
ing import situation only served to compound the in- 
jury. 


Once the upswing starts, it will build steam fast. 
Second half 1961 will set fast pace for production— 
between 615-625 million pairs. All this will be laying 
groundwork for big boom in 1962. Latter will project 
shoe industry into “new” era with production up to 
650-660 million pairs, sales around 680-690 million 
pairs. Imports plus continued changes in product 
mix will account for wide discrepancy between pro- 
duction and sales. Big emphasis will be on sales 
growth as race for new shoe outlets on highways, in 
leased departments, etc. swiftens. 


Another big shoe name 


Textron’s acquisition of Weinbrenner and Freeman 
may mark the inception of another “complete pack- 
age” shoe producer and distributor. Report is com- 
pany plans to consolidate men’s shoe operations, then 


move into women’s and children’s field. Thus an- 
other big package name in shoe industry, similar to 
International, Brown and Genesco. Textron’s plans 
for diversification into rather than outside shoe busi- 
ness serve as testimonial to industry’s potential. 


Combined Weinbrenner - Freeman operations will 
project Textron into industry’s Top Twenty with 
production of 4.5 million pairs, dollar volume exceeding 
$35 million. Based on 1960 returns of leading shoe 
producers, Textron would rank 15th in pairage (Mc- 
Elwain and Textron the only men’s shoe firms to rate 
among the first 20) and eighth in dollar volume. Within 
next two years, company hopes to boost its dollar vol- 
ume to $50 million, pairs over 5 million in men’s lines. 


Addition of women’s and children’s shoe firms com- 
parable in size to its men’s shoe operations will project 
Textron close to industry’s front runners. Within next 
three years Textron could take over sixth spot both in 
pairage and dollars while becoming considerable factor 
in shoe retailing. Freeman has well over 100 retail 
stores, could open more. As a producer of branded 
shoe lines, Textron will undoubtedly move strongly into 
controlled distribution through its own retail outlets. 
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What's important in children’s shoe selling? 


Some 250 Stride Rite deal- 
ers took a hard look at retail 
management at a New York 
meeting. Green Shoe’s pres- 
ident told them to prepare 
for a fall upturn. 


By ESTELLE G. ANDERSON 


“The better the job we do under 
difficult conditions, the easier it will 
be later when the whole national 
economic picture has improved.” 

With these words of encourage- 
ment, Sam L. Slosberg, president of 
Green Shoe Manufacturing Co., Bos- 
ton, uryed retailers to look ahead to 
the end of the current recession and 
prepare for it by “working harder at 
He predicted that 
fall and 


our jobs now.” 
the upturn will 
maybe sooner. 

Slosberg told retailers, too, that 
the business they missed during 
winter’s storms not lost but 
only postponed. Said he, “Snow and 
weather do not stop children’s feet 
from growing.” 


come by 


was 


Satisfied customers—how?—Slos- 
berg spoke at a Retail Management 
Conference sponsored by Green for 
250 Stride Rite children’s shoe deal- 
ers from the New York-New Jersey 
area. The four-hour seminar ex- 
plored the role of the manufacturer, 
the retailer and sales personnel, and 
pinpointed the responsibility of each 
in producing satisfied customers. 

Sumner M. Gerstein, vice-presi- 
dent of Green Shoe and chairman of 
the conference, posed two of the re- 
tailer’s perpetual questions when he 
asked, “How are you going to at- 
tract more and more customers into 
your stores? What are you going 
to do for them once they come 
in?” The conference provided some 
sound answers. 


Roles of maker and retailer— 
“The standards that you as owners 
and managers set for your person- 
nel, and insist that they carry out 
with imagination, efficiency and 
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hard work,” Gerstein said, “can 
spell the difference between medi- 
ocre or tremendously successful op- 
eration. Our role manufac- 
turer] is to provide you with wanted 
styles and ideas that have vast po- 
tentials. Your role is to use this 
merchandise and material to achieve 
the greatest possible and 
profits.” 

In the end, consumers of course 
are the determining factors. What 


fas a 


sales 


SUMNER GERSTEIN SAM L. SLOSBERG 
do they look for and expect when 
they enter a store? 


Beware the “quiet one” — Miss 
Ruth Adelson, vice-president of The 
Bresnick Co., Inc., Boston advertis- 
ing agency which Green 
Shoe, found out for herself about 
consumer attitudes. She went shop- 
ping, watched performance 
and listened. 

As a result she cautioned retail- 
ers at the conference, “Be wary of 
the ‘quiet one,’ the customer who 
doesn’t complain but goes out dis- 
satisfied and never comes back. The 
only place to hold the quiet one is in 
the first place. With good service 
and intelligent handling, you have a 
customer. Without it you have lost 
a customer, quietly.” 


services 


sales 


Nothing beats service—For con- 
firmation the Bresnick Agency used 
a team of professional researchers: 
typical mothers, shopping for their 
children’s shoes in the usual way. 
This group studied 30 Stride Rite 
stores along the eastern seaboard. 
The company’s marketing depart- 


ment evaluated the reports, giving 
point ratings based on fitting, cour- 
tesy and handling. 

Of the 30 stores, 10 scored 90 per 
cent or better. And these were the 
same 10, store for store, that have 
registered outstanding per- 
formance over the years. 

Green’s conclusion: Nothing beats 
good service and good fitting. 


sales 


Mothers speak—The Retail Man- 
agement Conference further ex- 
plored the consumer’ viewpoint 
through questioning of representa- 
tives of McCall's magazine's “Con- 
gress of Better Living.” On this 
panel were five mothers—each with 
two to four children, ranging in age 
from 1% to 12 years—from small 
towns and suburbs in New York, 
New Jersey and Pennsylvania. 

The women’s answers showed they 
wanted, and impressed by, 
knowledgeable sales personnel, ade- 
quate stock and service, and inter- 
est and follow-up by the store. 


were 


In sales training, profits—Sales 
training was another topic on the 
conference agenda. To paraphrase 
Mark Twain, 
about sales training but very few 
do anything about it. But as Sum- 
ner Gerstein pointed out, “The en- 
couraging thing about shoe business 
is that, as a general rule, for the 
few who don’t do anything there are 
many who do.” In the four Altier & 
Sons stores in Rochester, N. Y., 
sales training is a 52-week process, 
and the result is a successful juve- 
nile shoe business. 

Theodore and Richard Altier con- 
sider the man at the fitting stool the 
most important person in their or- 
ganization. What he knows and how 
he uses it, Ted Altier told the con- 
ference, creates a true image of the 
store and is reflected in customer 
confidence. But building self-confi- 
dence comes first, and in addition to 
daily aids and teaching by example, 
Altier’s has been running a concen- 
trated weekly sales training course. 


Variety of subjects—At Altier & 


everyone complains 
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Sons, lessons are assigned and pre- 
pared according to a specific format. 
There’s a wealth of material avail- 
able and no limit to the subject 
matter. Already covered were shoe 
constructions; the parts of a shoe; 
lasts; Denis Browne splints for or- 
thopedic writing up special 
sizes; fitting boots and overshoes; 
and ice skates. In addition a spe- 
cially prepared set of slides graph- 
ically illustrates the right and wrong 
approach to serving a customer. 

Response has been good. The Al- 
tiers say the training program is 
consistently solving store problems 
and providing valuable product in- 
formation. 


use, 


Shoes and the foot—What the re- 
tailer should know about the foot in 
relation to 
discussion. 


O. B. Ross, 


shoes, was also under 
of the Acti- 
Forme Shoe Co., Forest Hills, L. L., 
emphasized that “the successful 
children’s shoe retailer must know 
all the situations that 
might arise in dealing with normal 
and abnormal feet. He must know 
the product he dispenses and under- 
stand the basic functions of the feet 
and how they can be benefited or in- 
jured by shoes.” 


owner 


possible 


All about fashion—The role of 
fashion in shoe selling was explored 
by Marion Marsh, of Partners in 
Fashion. “Fashion is fit,” she said, 
“and fashion is function . the 
right shoe for the right purpose. 
Fashion is fun and fashion sells 
There is a fashion answer to every 
question that may come up in your 
stores.” 

Miss Marsh urged the Stride Rite 
retailers to take advantage of the 
traveling salesman’s knowledge. He 
is briefed at the start of every sea- 
she fashion 
trends in 
and interior 
magic key to 
increased sales” if they tell an un- 
derstandable fashion story, Miss 
Marsh said, and the best way to tell 
this story lies in describing what 
the shoes go with. 


said, about 
colors in clothes and 
silhouette. Window 
displays can be “a 


son, new 


Five retailers speak—Concluding 
the seminar was a panel discussion 
by five retailers, Richard Altier of 
Altier & Sons; M. L. Atlas of Teen 
Towners, in New Jersey; Herman 
Harold’s, in Brooklyn; 
Katz of Posture-Line Shoes, 


fjoren of 
at 
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on Long Island, and Albert J. Schiro 
of Standard Shoes, in Bangor, Me. 
Sumner Gerstein was moderator. 

© What about customer complaints, 
the panel was asked. Most members 
agreed that the best policy is to re- 
place the shoes with a new pair. 

© How to train new clerks? Ex- 
perience is the best teacher. The 
new clerk “shadows” the regulars, 
learning all he can. When he finally 
gets out on the selling floor, his 
sales are always double checked for 
fitting. 


® What about turnover? The av- 


erage at the panel members’ stores 
is a three-time turnover. 

® What is the most effective 
means of promoting the store? 
Word - of - mouth; flyers; securing 
birth lists and following through 
six to nine months later with an in- 
vitation to visit the store for baby’s 
first shoes. 

Booklet distributed—Retailers at 
the seminar each received a copy of 
Green Shoe Manufactyring Co.’s 
“Subjects for In-Store Training,” 
outlining ideas for meetings be- 
tween management and personnel. 
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FASHION 


‘Shoes adjusting to apparel lines’: NSRA 


Fall footwear will usher in “the 
first real move toward an adjust- 
ment in shape to conform to ap- 
parel’s non-constricting short, mo- 
bile lines.” 

Thelma Hennessey, the National 
Shoe Retailers Assn.’s fashion au- 
thority, voiced that report during 
the NSRA Fashion Conference, a 
feature of Mid-Season Shoe Fashion 
Conference Week. 

Mrs. Hennessey said the pointed 
toe will continue on high heels and 
in dressy styling. She also noted a 
movement to fuller toe shapes— 
elongated, but not to the same 
degree as the present needles. The 

flattened or  thin-at-toe 
shape demands soft con- 
struction for genuine expression, 
Mrs. Hennessey added. Slightly 
diagonal toes may be considered a 
part of this soft, thin-square trend. 


newest, 


square 


Oval lasts ahead?—Less extreme 
versions of the square will be used 
tailored types, 


more and more in 


They II 


They can wear the collar Up... 


76 


Mrs. Hennessey reported. 

“This is a personal opinion,” she 
said, “but I believe that when the 
trend settles down in a season or 
two, the soft crescent or oval lasts 
will carry the major force in most 
types of footwear.” 

She went on to advise a gradual 
and scientific adoption of the new 
shapes. Above all, she advised re- 
tailers, “Don’t panic!” 


Design trends—Discussing shoe 
design, Mrs. Hennessey made these 
points: (1) a new up-front interest 
is an effort to diversify pumps; (2) 
low-placed straps and throatline 
tongues are returning; (3) de- 
signer-fashioned bows are on their 
especially on softer 
shapes; (4) daytime “nine-to-three” 
shoes will carry 20/8 and 
down, heels, the curved and shaped 
heels giving an illusion of height 
and thinness. 

Also (5) heels pick up contrast- 
ing tones and colors more fashion- 


way in, toe 


lower, 


ably than vamps; (6) boots, very 
low to very high, will get more at- 
tention; (7) stretch fabrics are 
arriving in the market, showing up 
first in boots, and (8) rain shoes 


are an incoming trend. 


The leather outlook—In leathers 
Mrs. Hennessey said that glowing 
smooth and textured finishes will 
strike a high sales note in the next 
season. Soft and deeply 
napped finishes are coming in again 
to add depth and richness to the 
real color story. In color two groups 
will give the greatest new value to 
fall retail offerings: (1) the red 
plums and the rusty tans forming 
a group of new toned neutrals, and 
(2) the brightest rusts, high notes 
pitched to the young, casual and 
sports markets. 

The more neutral-into- 
brown family will gray- 
brown shade which will share favor 
with a basic medium brown. Black- 
ened browns are suggested for rep- 
as a trim; and in soft casual 


sueded 


classic 


include a 


tiles; 
leathers. Green with a blue cast for 
fashion shoes was noted, and smooth 
and textured glowing blacks were 
Another offering: a 
“Flahoo- 


recommended. 
group of bright 


colors. 


they can wear it Half—Down... 


MAD About 
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licks”’—Irish for “happy and gay.” 


“Unleashed” era—‘Each fashion 
era has its own style and its own 
trends,” Mrs. Hennessey said, and 
the tempo of fall-winter 1961 will 
be “unleashed.” The newest sil- 
houette in apparel will be higher 
at the neckline, then skimming 
lightly to the hip where it is held 
in place, It is then unleashed in 
pleats, gathers, bias cuts and sec- 
tional seaming. Even the new clear, 
vivacious colors are an unleashing. 

The conference featured a run- 
way presentation with Midge Wilson 
of the Color Assn. of America as 
commentator. 


Autumn will see unusual 
color blendings: PPSSA 


Look for unusual color blendings 
in shoes, “mixed not matched,” this 
fall and winter. Pumps will con- 
tinue dominant, and the opened-up 
look will be everywhere but at the 
toe. 

These forecasts were part of a 
preliminary report on the coming 


seasons by Helen Joseph, shoe fash- 


or they can wear it Down 
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ion director of the Popular Price 
Shoe Show of America. She and 
Doris A. Weston, PPSSA fashion di- 
rector, spoke at the semi-annual 
PPSSA fashion trend meeting in 
New York. 


Key color families —- Exploring 
the color outlook for fall footwear, 
Helen Joseph said black looms very 
strong, alone or combined with 
colors, and browns will be a par- 
ticularly important category cover- 
ing a wide range. Very bright red 
will go into flats, boots and little 
heels; deep wine reds, into high 
fashion. In the green family will 
be shades with a gray cast added 
to the yellowed; clear dark green; 
and the newer blued greens, which 
should attract wide interest. 

In the purples there will be some 
carryover of volume for true purple, 
but fashion will be in pinked or 
reddened purples. There will be a 
little interest in a_ brighter-than- 
navy color at high fashion. 


The leather outlook—In textures, 
smooth is the big No. 1. Contrasting 
leathers are slated for strong pro- 
motion, and “dull and shiny” will 
be an important look. Suede is gain- 


ing more interest in colors, for both 
dress and tailored types. Reptiles, 
moving up steadily for the past few 
seasons, are expected to get more 
acceptance in a color range and as 
trims. 

Lusters in new darkened tones 
will be promoted for late day. Un- 
lined leathers will be increasingly 
important, especially for tailored 
types. Boarded effects and fine grains 
will increase, antiqued ef- 
fects offer a new surface interest. 
Fabrics should continue to gain, 
mainly in black but with some in- 
terest in prints and tapestries, espe- 
cially in black and brown mixtures. 
For late day there will be silks and 
satins. 


and 


Heels and toes—Topline treat- 
ments and asymmetric detailing, 
shapely heels and lower heels all 
are important for fall. Tailored 
types are strong and are gaining, 
especially in unlined leathers, on 
stacked heels, with broader heel 
base at top fashion. 

In both Europe and America, new 
toe characters have found intensi- 
fied interest. The triple needle will 
continue at volume in dress shoes; 
in the newer lasts the gently 


Any way they wear it —up, half-down or down 
—this smart new over-the-sock boot is as easy 
on the feet as it is on the eyes. 


...the GADABOUT! 


The upper is made of fashionable nylon tricot 
backed with rubber to make it completely 
waterproof! Other features include: Heavy 
nylon fleece lining, faille top binding, long 
wearing crepe design outsole with raised heel. 
Pointed Toe. Cushion insole. Available in Black 
and Loden Green. Write today for complete 


information. 


(P.S. your customers will go big for Tyer’s other 
new over-the-sock styles, too. See the next two 
pages for a preview.) 
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rounded tip and the flattened 
square look are particularly right 
for daytime shoes, all on lowered 
heels. A softened sloping square 
looks best for walking types. 
Apparel trends? — In discussing 
fall apparel, Miss Weston said un- 
expected combinations are the news 
in colors there, too: the blending 
of the bright with rich, deep tones, 
jet accents, the bright all-over 
warm depth. Miss Weston’s color 
lineup for fall includes black as 
No. 1 classic; gray in the gray flan- 
nel suit, now combined with brown 
and beige; and browns in all varia- 
tions, including a browner taupe, 
copper and rust, and jet brown for 
high-fashion promotion. For young 
clothes chiefly, there will be an 
orangey gold and pimento red. 
There will also be a deepened 
wine, reddened purples and deep, 
bright pinks—the last two with po- 
tential for across-the-board promo- 
tion. In blues the newest offerings 
are teal and peacock plus lots of 
clear China blue. In greens, any 
yellowed shades have the new gray 
cast. The blazing kelly greens and 
all the deepened blue-greens are 


making news. 


They Il 





Heading NSRA Children's Style Committee, which previewed fall trends during New York 


meeting, were (from left) Ernest Marx, Pam's Shoe Stores, Clayton 


Mo.; Max Mayer 


Sandler of Boston, Needham Heights, Mass.; chairman Stephen Heller, Williom Hahn & 
Co., Washington, D. C., and Russell Ward, International Shoe Co., St. Louis. 


What's ahead for fall 
in children’s apparel? 


For fall and winter, 
girls’ apparel will 
often in combination 
backgrounds to reduce 
liance. 

The National Shoe Retailers Assn. 
Children’s Shoe Style Committee 
heard this report from Virginia 
Shaw of Parents’ Magazine, before 
launching its own discussion of shoe 
for the 


colors in 
bright 
with 
their 


and 
dark 
bril- 


be 


styles, patterns and lasts 


Rave 


About 


the REGAL 


same seasons. She told how apparel 
colors, textures and materials might 
influence children’s footwear. 

Spice, including saffron, cinnamon, 
paprika, reddened, rusty browns and 
reds will be important in 
the volume group, the committee 
was told. Gold and curry—with 
brown rather than green tone—will 
have 


orangey 


dominant too. Greens 
switched to the blue cast, and blues 
are controlled by green. 

The for fall 


magenta, a cousin to the hot pinks 


be 


“sizzler” will be 
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of spring and the purples of last 
year, used alone, as accent or in com- 
bination. 

In the boys’ wear market, the 
newest color is a muddy brass tone 
described as a blend of green and 
gold. Blackened browns and medium 
browns with gold cast could be the 
shoe colors. Black shoes should con- 
tinue to be as dominant as ever, for 
they go well with the colors in cloth- 
ing, whether it be the British Look 
or the American-International. 


FINANCIAL 


Edison Bros. sales, net 
at peak; growth continues 


Edison Brothers Stores, Inc., St. 
Louis, chalked up record sales and 
earnings last year, its annual report 
shows. 

Net sales of $133,238,578 were up 
7.4 per cent over 1959’s $124,087,- 
292. Net earnings reached $4,830,- 
337 after federal income taxes (this 
includes nonrecurring net income 
of $206,980). Net income from oper- 
ations amounted to $4,623,357 com- 
pared with $4,359,147 for 1959. 

Harry Edison, chairman, and Irv- 


ing Edison, president, said the open- 
ing of 51 new stores during 1960 
was a record expansion for the com- 
pany. At year’s end, there were 404 
units in operation. The 1961 expan- 
sion schedule will continue at about 
the same rate. Two additional 
stores are planned for Puerto Rico 
and a third store for Honolulu. Edi- 
son will also enter the Boston mar- 
ket this spring with its first down- 
town store and additional units to 
follow. 

Sales in Edison’s leased women’s 
shoe departments have been “most 
favorable,” the report said. Nine 
were added in 1960, bringing the 
total to 10. 


Beck sales and earnings 
both declined last year 


A. 8. Beck Shoe Corp., New York, 
and subsidiaries showed a 3 per 
cent decrease in net sales and a 42 
per cent drop in net income for 
1960. 

President Saul 
lower 


Schiff attributed 
unfavorable 
nomic conditions, coupled with bad 
weather at the end of the year. 
He told shareholders: “To contend 


sales to eco- 


with the continuing unfavorable 
economic trend, your management 
has instituted an aggressive sales 
program, effected substantial ex- 
pense savings and introduced more 
efficient operating measures.’’ 
Schiff said growth in the teenage 
population will increase the com- 
pany’s potential market, and mer- 
chandising efforts are being aimed 
in that dir¢ction. 

Net sales in 1960 declined to $61,- 
772,389 from $63,720,681 in 1959. 
Net profits were $409,220 compared 
with $705,527. 


Price level dips slightly 


Retail shoe prices dropped by 0.3 
per cent between December and 
January, according to the Bureau of 
Labor Statistics. The drop was 
brought on by scattered price cuts in 
all types of shoes in many areas. 
Price-trimming was especially notice- 
able in women’s street shoes, chil- 
dren’s shoes and men’s work shoes. 

The consumer price index for foot- 
wear in January was 140.3, compared 
with 140.7 in December. The Janu- 
ary 1961 ‘figure was 0.6 ahead of 
January 1960. 


Here are two additional new over-the-sock 


styles (see spread on preceding pages) 


to help you grow places with Tyer. 


Whether they choose the ankle-height “Kristi” 
or the slightly higher “Regal”, your customers 
will like the styling and comfort of these 
rubber-backed, completely waterproof 


nylon suede boots. 
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Features include heavy nylon 
fleece lining and cushion insoles. 


Tyer footwear is nationally advertised 
in LIFE, Saturday Evening Post, Parents’, 
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SHOE SHOWS 


Toes in Guild lines are ovaled, squared 


and crescent-shaped. 


Lasts, heels, colors and materials 
all made fashion news at the De- 
signers Shoe Guild’s New York 
showing of summer-into-fall styles. 

Included among the toes shown 
were a receded oval, a crescent, a 
rounded square and a flattened 
square. More new toes are reported 
to be in the experimental stage, 
waiting for later showing. One 
member of the Guild group, noted 
for his advance styling in toe char- 
reported to have four 
squares—a rounded-off point, a ta- 
pered and flattened square, a nar- 
row square and a wider square, all 
these on three heel heights from 
22 8 down to 15/8. 


acter, is 


15,8 catches on—The 15/8 heel is 
receiving increasing attention in 
the Guild’s high-style lines. And 
this height has not been confined to 
walking shoes; it has even gone 
into a satin evening pump. The 
square-backed heel — going right 
up to 23/8—is also to be noted: the 
“prism” as it is often called. 

The “wine glass” or “hour glass” 
shape is still being shown a little. 
Stacked leather is increasingly im- 
portant in both high and low heels, 
and one Guild member has brought 
out city boots on heels from 16/8 
to 22/8. 


More open shoes — Pumps still 
predominate but more open patterns 
were included in these transition 
or very early fall shoes. Openings 


..and others are due 


are on the shanks, at the back or 
on the vamp, but toes are still 
closed. In one collection the de- 
signer has introduced open toes 
when they are an integral part of 
the design. 


Rich colors—Colors are, in gen- 
eral, deep and rich in both leathers 
and fabrics. There are dark silk 
prints, colored and patterned vel- 
vets, colorful brocades. A _ very 
striking print is a black ground 
with a red rose. Silks are black 
but they are also found in deep 
tones of blue, green and wine red. 
In one collection a new specially 
dyed red has been included. Satins 
are offered in striking colors, and 
peau de soie and satin in colors 
have been used as trim in black 
suedes. 


Lusters are featured—-Suedes in 
colors are staging something of a 
comeback in deepened wines, greens 
and browns. Luster is very popular 
in the same rich colors. One collec- 
tion features lusters in a winter 
red, a bronzed green and purple. 
Another is featuring “taupey” tones 
in lusters. 

Among the more summery-looking 
shoes were some in strawcloth and 
shantung. Appliqued leather flow- 
ers on fabrics, soutache braid and 
embroidery ornamentations are 
other style points that should be 
mentioned. 


Midwest exhibitors lament recession talk 


By EDWIN J. KNUDSEN 


Is the federal 
recession-minded ? 

Washington’s tendency to talk 
hard times came in for a lambast- 
ing by exhibitors at the Midwest 
Shoe Travelers’ spring - summer 
showing two weeks ago in Chicago. 

“We know consumers have their 
eyes on their pocketbooks as well 
as on the merchandise,” remarked 


government too 


80 


one exhibitor. “But 90 per cent 
of the people are working and 
bank deposits are high. Why talk 
depression and prevent people from 


buying needed shoes?” 


The brighter side—Another sales 
representative pointed out that all 
shoe sales in a depressed business 
area are not necessarily affected 
by the slump. As proof he said he 
had written his biggest order in 


recent weeks in Gary, Ind., center 
of the slowed-up steel industry. 

At the show itself, another 
bright note was struck. The rubber 
footwear makers, who count this 
show as a major one for their fall 
lines, may have ushered in a rising 
trend in shoe business: they re- 
ported a very satisfactory volume 
of orders. 


“Two for five’—One cause for 
concern among exhibitors was a 
tendency of consumers to harbor 
lower price images for shoes. Said 
one exhibitor, “This psychology is 
caused by the ‘two pairs for $5’ 
advertising of some big chains. 
Consumers have the feeling that, 
by this criterion, they should be 
able to get an adequate pair of 
shoes for $5.” 

The Midwest show, an in-between 
event for retailers who 
sweeten spring and summer stocks, 
drew “better than anticipated” at- 
tendance and abundant though not 
large orders. Several representa- 
tives, just back from the 
reported finding many merchants 
showing signs of inventory deple- 
tion. They said several weeks of 
good would send these 
retailers for instock 
shoes. 


need to 


road, 


business 
scurrying 


salesmen of 
the lack 


Stylewise, several 
women’s shoes decried 
of open-toe patterns. 


Kentucky- Tennessee 
show to debut in May 


Add another entry to the roster of 
regional shows. 

The Kentucky- Tennessee Shoe 
Fair, sponsored by the Indiana 
Shoe Travelers’ Assn., Inc., and 
affiliated with the National Shoe 
Travelers, will be held for the first 
time May 7-8 at the Hotel Phoenix, 
Lexington, Ky. Retailers and buy- 
ers in the central and eastern sec- 
tions of the two states are invited, 
and the Indiana group says interest 
is high. 

On the program committee for the 
fall show are Jim Cooke of Lexing- 
ton, vice-president of the Indiana 
Travelers; Jess Cole, Bob Lickert, 
Ed Bradley and Clyde Willian. 

The Indiana Travelers will hold 
their regular fall show in Indian- 
apolis April 16 to 18 at the Claypool. 
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Alan King due at SMA 


Comedian Alan King of TV and 
supper club renown will headline the 
entertainment for the Shoe Market 
of America banquet, Monday, April 
10, at the Hotel Chase in St. Louis. 
The SMA is scheduled for April 9 
to 12. 


AWARDS 


Delman’s Alan Ornsteen 
honored by Denver store 


Alan Ornsteen, president of Del- 
man Shoes, New York, was one of 
15 outstanding American men and 
women who received fashion 
awards from May-D&F store in 
Denver March 9 at a reception cli- 
maxing American Creativity Week. 
David Touff, May-D&F president, 
presented the awards to the lead- 
ers in the fields of men’s, women’s 
and children’s fashions, home fur- 
nishings and cosmetics. 

Ornsteen was the only shoe de- 
signer honored. Delman shoes were 
highlighted in window and shoe 
salon displays. 
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Editors are eligible for 
NSI's ‘Golden Slipper’ 


The National Shoe Institute will 
make an annual “Golden Slipper 
Award” for the most interesting 
viewpoint expressed in print or on 
the air about “footwear and a wo- 
man’s wardrobe” or “the news in 
shoes.” Any editor or commenta- 
tor in the U. S. is eligible. 

The initial award will be given 
for a view expressed between the 
time of the NSI Press Week show- 
ing last Jan. 9 and the showing of 
fall footwear next July. The award 
will consist of a golden slipper plus 
a jereboam of vintage champagne 
and a: round-trip ticket for one 
from New York to London and 
Paris. 

Judges will be the executive di- 
rectors of the National Shoe Manu- 
facturers Assn., the New England 
Shoe and Leather Assn., the Na- 
tional Assn. of Shoe Chain Stores, 
the National Shoe Retailers Assn. 
and the St. Louis Shoe Manufac- 
turers Assn., and Mrs. Alice Re- 
gensburg, NSI fashion coordinator. 


age girls 
most of us 


America's teen 
money than would 
shoppers! 
this lucrative market? 


tunity to 
teen-agers. 


satisfy these 
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proven sellers... 











EDUCATION 


High turnover doesn’t 
assure high profit: |.S. 


A higher turnover rate doesn’t 
necessarily mean high profits. Re- 
tailers who try to relieve the profit 
squeeze by increasing turnover may 
be making a mistake. 

This advice comes from Indepen- 
dent Shoemen in the latest issue of 
its “Operational Know-How” series 
for retailers, titled “Proper Turn- 
over — Your Profit Builder.” LS. 
claims too many merchants have 
been concentrating on raising turn- 
over instead of raising sales pro- 
ductivity through proper turnover. 

The I.S. booklet claims that many 
retailers, misled by the goal of high- 
er turnover, have lost sales and cus- 
tomers by cutting back too far on 
sizes and stock balance. The 20-80 
formula, which contends that 80 per 
cent of sales comes from 20 per cent 
of stock, can be misleading when 
applied to turnover, I.S. says, since 
it doesn’t fairly picture the intan- 
gible of customer satisfaction via 


don't miss out on good 


TEEN-AGE 
BUSINESS 


spend more 
like to 
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Specifically—the young miss who requires 

supportive features in her footwear: these 

two, brand new additions to our IN-STOCK 

department provide you with the oppor- 

“hard-to-please” 

you can offer slim, 

trim Goodyear welt construction, with up-to-the-minute styling, superb fit 
and traditional Altschul quality. And—they're fully lined, of course! Mother, 
too, will be delighted with Miss Teen's selection. 


So . . . don't pooh-pooh this rich market! Capture it now with these two 
available right now for the selling season ahead. 


Remember — you'll be glad you did! 


uliue A(teohul, Que, 


»RATTAN STREET 


CELEBRATING OVER 6 
YEARS OF FAITHFUL SERVICE 


BROOKLYN 


HY 7.4 





proper stock balance. 

“Low turnover, even below the 
two-turn norm applied to the shoe 
industry—often works out into good 
profits because the retailer buys 
properly, keeps his styles and stock 
fresh, has good inventory controls 
and knows how to use both sales- 
men’s and customer incentives such 
as PMs and markdowns,” says 
Frank T. Underhill, LS. executive 
director. 

The “Operational Know-How” les- 
son also stresses the importance of 
working closely with suppliers to 
keep seasonal fashion and basic 
stocks filled in and fresh throughout 
the year. 


PROMOTION 


Sidewalk salesman 


The 180-store GallenKamp's chain on the 
West Coast is employing colorful sidewalk 
signs like this one [it's bright red and 
yellow) outside shopping center stores to 
build confidence in its fitting service. The 
chain, part of Shoe Corp. of America, re- 
ports good results. 


Stacking the deck for sales 


Novel version of the “house of cards” is 
being supplied to retailers of Life Stride 
women's shoes by Brown Shoe Co., St. Louis. 
Since each card is covered with a different 
spring fabric, merchants can display the 
new Life Stride colors along with the latest 
fabrics. The cards can be assembled in 
various ways for window and in-store use. 


Film spurs Easter sales 


A TV film from Leather 
Industries of America, intended to 
promote and children’s 
shoe sales for Easter, is being tele- 
cast in 125 U. S. and Canadian 
markets. The five - minute film, 
“Spring Shoe Almanac,” illustrates 
spring fashions 
the stores. 

In 60 per cent of the cities in- 
volved, retailers have bought spot 
announcements to accompany the 
film. 


slide 


women’s 


now available in 


125 bags in the windows 

Paul Klima of Parker- Klima 
Shoes, Green Bay, Wis., credits 
mass display for a 600 per cent in- 


We Offer Quaiity Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
shoe stores, drive-ins and 
shoe promotion buyers 


crease in handbag volume. “Mass” 
is the word: the store displays 125 
handbags on pegboards in the win- 
dows, 600 more in shadowboxes 
and elsewhere throughout the store. 

Klima thinks variety also helps 
produce volume: he buys the bags 
from three manufacturers. They 
include popular-price bags at $2.99 
and $4.99 and others that match the 
store’s footwear lines, at $6.99 and 
$12.99. 


MARKETING 
Shift to suburbia leads 


to Halliburton’s closing 


Halliburton’s of Oklahoma, one of 
Oklahoma City’s three 
partment stores, has closed 
nently, blaming the trend to the sub 
The which 
men's, 


largest de- 
perma- 
urbs. store, operated 
women’s, children’s 
Foot 


, Was 


separate 
and infants’ shoe departments 
Savers were a major exclusive 
part of the 10-store Fedway division 
of Federated Stores, Inc 

Edward E. Watson, 
Fedway, Halliburton’s 


alternatives: 


president of 
faced 


its in 


said 
three increase 
vestment by adding suburban stores, 
back 


Fedway 


cut its downtown operations 


below standards, or liqui 


date. 


Two Milwaukee men’s 
stores switch shoe lines 


major Milwaukee men’s 
clothing retail firms switched shoe 
lines. Involved Brill's, with 
three stores, and the two Stumpfs 
outlets. Brills, 


Two 
are 
which formerly sold 


Freeman 
Stumpfs now features Bos- 


Bostonians, now carries 


shoes; 


tonians instead of the Freeman line 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up o Profitable Operation 


makers are in line with our 


nationwide reputation 


Quality Shoes 


M. K. WEIL Shoe Company 


"While in Town See We 


215 Washington Ave, Saint Lovis 3, M 


Sample Roc sAngeles+ New York 
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OPENINGS-EXPANSIONS 


Orlando store to follow 
one-brand-only policy 


Pioneer Orlando merchandiser 
I. J. Becker has opened a one-brand 
women’s shoe store, a Life Stride 
outlet, in the Florida city’s downtown 
shopping district. On hand for the 
opening were Louis J. Schaefer, 
executive vice-president for sales at 
Brown Shoe Co., and Joe Bradley, 
general sales manager for Brown’s 
Life Stride division. 

Said Bradley, “In a_ specialized 
store such as the Life Stride Shoe 
Store, the customer knows in advance 
what the price range is. She can 
then select the style, color and fabric 
with- 
out a sometimes gnawing doubt that 
what she picks may be too expen- 


which best suits her purpose 


sive.” 


The Coward Shoe chain will open 
its 17th unit later this year at 69th 
St. and Third Ave., New York, sup- 
plementing the firm’s two other 
Manhattan stores. The new store 
will carry men’s, women’s and chil- 
dren's lines and occupy some 6,000 
sq. ft. of floor space. Irving D. 
Brown, president, said his company 
is confident that New York’s Third 
Avenue between 60th and 80th 
Streets “will develop into a quality 
shoe and apparel shopping area 
since it is located in the heart of 
the best residential section of Man- 
hattan.” 


Gilbert Shoe Stores, Inc., has 
added its 23rd discount shoe de- 
partment in the Bargain Barn, 
Springfield, O., according to Ken- 
neth Blumenstein, vice-president in 
charge of store operations for the 
Columbus-based chain. 


National Shoes, Inc., eight-state 
eastern chain, grew to 182 units 
with the opening of stores in the 
Waverly Shopping Center, Salis- 
bury, Md., and the Southside Shop- 
ping Center, Richmond, Va. 


Shoe Giant, a store with 
9,000 sq. ft. of floor space, opens 
this month in the Central Plaza, 
newest shopping center in Albany, 
Ned 


new 


March 15, 196! 


The Burt’s chain has opened its 
first Philadelphia store at 935 
Market St., in the heart of the 
center city shopping district. The 
new unit, managed by Len Hubbard, 
increases the size of the chain 
to 56 stores. 


Dad and Lad Shoes, dealing—as 
the name indicates—in men’s and 
boys’ lines exclusively, has been 
opened in Brunswick, Ga., by Sam 
Friedman. His adjacent store is 
now handling women’s and chil- 


dren’s shoes. Managing the Dad 
and Lad operation is Alex Smith. 


Kushin’s Shoe Co. has added a 
4,000-sq.-ft. branch store in El Cer- 
rito, Calif., an Oakland suburb. 
Arthur E. Weston, executive vice- 
president, said Marcus Goldberg 
will manage the unit. The firm 
awarded more than 50 shoe ward- 
visitors who registered 
at any of Kushin’s three stores 
(the others are in Oakland and 
Walnut Creek). 


robes to 


Boy Scouts 
did everything 


wi 


th VOTAN soles 


ONE SHOE of every pair worn by a 
troop of Boy Scouts for a long, rough 


workout 


priced 


was soled with the _ highest- 
synthetic material, and the mate 


carried a VOTAN genuine leather sole. In 
three months, the substitute soling mate- 
rial stretched one-quarter inch in length. 
The shape of the VOTAN leather sole was 
unchanged. It showed only hard usage. 


THIS STRETCHING of the synthetic sole 


caused 


turned-up toes and pushed uppers 


out of shape, in some cases even breaking 
the stitches between bottom and upper. 


VOTAN also gave far better puncture- 
protection. This super-leather sole proved 
itself on sharp stones, rough climbing and 
slippery surfaces. 


A FEW CENTS can make an impressive 
difference in customer satisfaction! 


THE SUPER 
LEATHER SOLE 


OTAN 


VIRGINIA OAK TANNERY, 


INC. 


27 SPRUCE STREET, NEW YORK 338, N. Y. 


Tannery: Luray, Va. 








Shoe department of new H. C. Prange Co. department store in Appleton, Wis., feo- 
tures a casual arrangement of captain's chairs. The contemporary furniture, by American 
Chair Co., features brass ferrules, brass rubber cushion glides, walnut finish and gaily 
colored seats upholstered in naugahyde. 


Famous Brand Shoes, a rack- is Eula M. Spurlin, of Cordele, Ga. 


type store for cancellation and One store fixture is a “$1 table” 
sample shoes in Sarasota, Fla., with shoes which were priced 
sold 100 pairs a day during its originally at $2.97 to $18. 

first week, after placing only a * 2° @ 

small opening-day ad in local news- Colby Shoe-per Markets opened 
papers. Manager is Mrs. Harry L. a self-service unit in Shelby, N. C., 
Friedman, who formerly worked with ceremonies attended by five 
with her husband at Famous Brand vice-presidents of the firm: William 
Shoes in Augusta, Ga. Store owner V. Davis, Robert C. Lane, M. P. 
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exhaustive research and the highest standards 
in the shoe industry today. Result: A constant 
flow of new and improved innersole materials 


sellers. 


for every process in every price range. That’s 6500 Infants Bootie 0 to 3, whole 6524 Childrens Moc 9 to 3, whole 
25 20 


why more and more shoe men—both here and_ | sizes only, $1 


abroad—are specifying Bontex for the shoes | YODDY 6514 Womens Moc 31 to 9, with 


they make or sell. 





BONDED FIBERS, Inc. BUENA VISTA, VIRGINIA 


Hard to believe, but Quoddy now offers genuine 
Deerskin Softie Mocs for infants, children and 
Renate APL LEY OD women at the lowest prices ever. All are true 

hand-laced mocs with beaded vamp. Top summer 


:. Moccasins whole sizes only, Desert Flower 


Better shoes through better J beading, turnd 
shoe materials by 8B on a ex’ | ei 7Z PORTLAND 3, MAINE high, soft sole, $928" °™*'* 


write for illustrated catalog today (over 150 stock styles) 


Watson and N. E. Smith, all from 
Columbus, O., and Merton Whitted 
from Marion, Ind. The store will 
be open nightly till 9, and Colby 
officials expect half of their cus- 
tomers to take advantage of the 
evening hours. 
= a 

R. F. Herndon & Co., Springfield, 
Ill., has opened a women’s footwear 
department that includes among its 
lines the Vitality brand made in 
Springfield by International Shoe 
Co. Walter Linville is department 
manager. 

: 6 . 

McLean's Department Store, Bing- 
hamton, N. Y., will enlarge and re- 
model its shoe department as part 
of a $50,000 project planned for 
May. 

* . - 

Tova Shoe Marts, a seven-store 
chain in San Antonio, Tex., has un- 
dergene its fifth expansion in its 
three-year history. Now the store 
occupies half a city block, with 
6,000 sq. ft. of floor space. Owners 
Jack and Paul Zimmerman say 
more than 20,000 boots and shoes 


are on display : 


FIRST TIME ON THE MARKET 


6550 infants Moc 4 to 8, whole 
sizes only, no kiltie, $1.4 


sizes only, no kiltie, $2 


kiltie, half-sizes, $2.40 
6574 Womens Squaw Boot 4 to 9 
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Wallach’s opens in center 


After 23 years in business in 
Ardmore, Pa., a Main Line suburb 
of Philadelphia, retailer Louis Wal- 
lach has realized a long-standing 
dream: a store in Suburban Square, 
one of the first shopping centers 
ever established in the eastern 
United States. The old Wallach’s 
Shoe Store was in a row of stores 
on the busy Lincoln Highway. 

The new store, in Early Ameri- 
can decor, has department- 
alized for men’s, women’s 
children’s lines. It is larger than 
Wallach’s former location. 


been 
and 


The Jack & Jill Store, Oberlin, 
O., is the site of a new Wise shoe 
lepartment opened by Wayne C. 
Wise, Jr., manager of the Wise 
Shoe Store in Elyria, O. The de- 
patterned after the 
which specializes in 


partment is 
Elyria outlet, 
fitting problems, particularly chil- 
dren’s. Quality lines for children, 
growing girls and women are stock- 
ed. Department manager is Mrs. 
Mary Farmerie. 
- 2 - 

Turek Shoes, a family-type op- 
eration, has debuted in the new 
Gateway Shopping Center, Lincoln, 
Neb. Owner-manager is Don Turek, 
who formerly owned shoe stores in 
the Nebraska communities of 
Pierce, Ord and Albion. 


Brush’'s Shoe Store will be among 
the tenants in a $1 million shopping 
center in New Hope, Minn., a Min- 
neapolis suburb. Ground for the 
new Midland Center will be broken 
in April. Brush’s also has a store 
in another suburb, Edina. 

« * * 

Hearne Dry Goods Co., a 50- 
year-old Shreveport, La., firm, has 
added a first floor shoe department 
carrying women’s and children’s 
lines. Richard H. Roberts 
the buyer. 


will be 


Guarantee’s of San Antonio, Tex., 
has opened a self-service basement 
shoe department in its downtown 
store, featuring “last season’s 
models and odds and ends.” The 
company said all its brands of wo- 
men’s shoes are represented in the 
department, which has been named 
“The Salt Shaker.” 
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Shelby’s Cancellation Shoe Stores 
has opened its fourth outlet in the 
San Diego area at National City, 
Calif. Owner Mack Strahl! said the 
store will have a stock valued at 
$250,000. There are five departments 
in the 6,000-sq.-ft. store. 


TRANSACTIONS 
Brown Shoe Fit adds 42d 


The Shoe Fit Co., Shen- 
andoah, has purchased the 
Combs Store in Concordia, 


Brown 
Iowa, 
Shoe 


Kan., increasing its number of re- 
tail outlets to 42. 
o + * 

Frank and Jim Cossey are the 
new owners of Henson-Hardin Shoe 
Store, Midwest City, Okla. Frank 
grown Shoe Co. sales 
representative. 


Cossey is a 


Andrew Sorem, operator of the 
Sorem Bootery in Morris, Ill., for 
10 years, has retired and sold the 
store to Ronald Sykes, a salesman 
for the firm since 1921. 


MORE STARS 
in the Broadway Line! 


> 4K 


These four shoes are added evidence that you can be sure of 
more turnover and more profit when you feature the Broad- 


way line of J. W. Carter shoes. 


Lighter, trimmer, more 


flexible, they reflect the trend to more comfort and more 


style in men’s footwear. 


Equally important, these shoes offer correct styling at popular 


prices .. 
available in black. 


smart dark brown your customers want. 


. and a full markup, too. 
The fourth, model 2412, comes in the 


Three of the styles are 


All have genuine 


leather insoles, a comfort feature that closes many a sale. 


For prices, including quantity discounts, see your local 
Carter man, or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 
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The Arkansas boom: 12 factories in 2 years 


Arkansas is moving into 
prominence among the 
country’s shoe producing 
states. A labor supply is 
available, and wage scales 
are relatively low. Most 
plants are non-union. 


By VIRGINIA MARSHALL 


Arkansas may not be the nation’s 
Land of Opportunity, but it has 
demonstrated its talent for pulling 
in new industry—including 12 or 
more new shoe factories in the past 
two years. 

The leather products 
predominantly shoes, is Arkansas’ 
fastest-growing industry. Jobs in 
that field have expanded 740 per 
cent in the past 15 years, while na- 
tional shoe and leather employment 
has declined 8 per cent 


industry, 


Growth record—In 1959 Arkansas’ 
4,200 shoe workers made up 4 per 
cent of the manufactur- 
ing employment, compared with 1 
per cent in 1946. At present about 
6,400 shoe workers earn approxi- 
mately $10 million a year turning 
out 82,700 pairs of footwear daily. 
Much of the Arkansas production 
is juvenile footwear. 

Although 1960 figures are not 
available, the Census Bureau says 
Arkansas factories in 1959 turned 


state’s 


— 
Newcomer to the Arkansas shoe scene is $336,000 Clarksville Shoe Corp. plont at Clarks- 
ville, operated by Herbst Shoe Manufacturing Co., Milwaukee. The 36,000-sq.-ft. factory 
eventually will employ some 200 workers, turn out 3,000 pairs per day. 
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out 12.2 million pairs valued at 
$42.5 million. This compares with 
10.2 million pairs in 1958 with a 
value of $34 million. 


Other industries grow, too— 
Growth of the state as a shoe pro- 
ducing area has what Win- 
throp Rockefeller, chairman of the 
Arkansas Industrial Development 
Commission, terms and 
emphatic.” But the picture is not 
alone. During 1960, 63 new 
industries were located and 33 ex- 
isting industries expanded. 

The new companies are produc- 
ing a variety of products ranging 
from automobile seats to pajamas, 
from greeting cards to valves. New 
and expanding firms together are 
providing 12,000 new jobs and an 
added yearly payroll of $36 million. 


been 


“vigorous 
shoes 


were 


Herbst dedicates subsidiary 
Herbst Shoe Manufacturing Co., 
Milwaukee, is responsible for the 
newest addition to the Arkansas 
scene: the $336,000 Clarksville Shoe 
Corp., a Herbst subsidiary. Dedi- 
cated in Clarksville last month, the 
plant is planned for 1,000-pair-per- 
day output, with 80 to 100 employ- 
Potentially, however, this fac- 
tory could produce 3,000 pairs a 
day. Floyd Pleva, formerly indus- 
trial engineer at Herbst in Milwau- 
kee, has been brought 
ager. 


ees. 


in as man- 


Shoes made in Clarksville—Child 
Life, Tom Swift and Sport Life 
welt shoes—will be shipped to 
Herbst’s instock department at 
Milwaukee for distribution. 


Why Arkansas?—John F. Herbst, 
president of the parent firm, pin- 
pointed the reason why Arkansas 
is making significant strides in lur- 
ing shoe plants to its towns when 
he said: “The primary reason for 
locating in Clarksville was because 
this community of 5,000 people had 
untapped 
production people whose interests 
and capabilities were definitely 
adaptable to the shoemaking proc- 


an source of potential 


” 


ess. 

Labor and the “untapped” labor 
supply is the key to Arkansas’ 
growth. Let’s look at the state. It’s 
cross-hatched with national and 
highways, peppered with 
towns of 3,000 to 8,000 population. 
The towns are basically farm com- 
munities; the land is rich. With 
the advent of tractors and mecha- 
nized equipment, people had more 
and more trouble finding work. As 
young people came out of high 
school, they were forced to move to 
Memphis, St. Louis, Little Rock or 
some other larger city. 


state 


Commission is started Faced 
with this particularly of 
the young working class, the Ar- 
kansas Industrial Commission was 
set up to attract manufacturing in- 
dustry to the state. The commis- 
sion has earned an enviable repu- 
tation in the Midwest for really 
doing a job. 

Now that small manufacturing 
plants have been attracted to Ar- 
kansas towns, the young working 
class finds it possible to earn a liv- 
ing in the hometown. Plants bring 
community-wide prosperity to all 
local merchants. Everyone is happy, 
including the industrialists who get 
maximum performance at relatively 
low wage scales. 

The young people who comprise 


exodus, 
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6,400 production workers...82,/00 pairs a day, largely juvenile 


potential shoe-worker groups are 
especially happy. By choice they 
prefer to remain in their home en- 
virons, where they have built up a 
sense of belonging. 


Energetic labor 
find it necessary to send only a 
handful of foremen to new Arkan- 
sas plants. The labor supply rates 
perhaps higher in energy and in 
intelligence than that which would 
be available in a large city. The 
workers are reportedly anxious to 
work and anxious to learn, and 
they take subsequent pride in their 
workmanship. 

One manufacturer pointed out 
that, strangely enough, the workers 
more or other. 
When hiring begins, the first few 
employees are chosen with utmost 
deliberation. They are 
key selections. Then as others ap- 
ply, the key selections—via a smile, 
a frown, an offhand comment, or a 
thumbs down motion—assist the 
employer in determining whether 
each applicant is good, bad, or in- 
different. Everyone knows every- 
one else—aptitudes, habits, and po- 


Shoe companies 


less screen each 


care and 


tentialities. 


Mostly non-union—-Hourly rates 
minimum. Most of the shoe 
plants are non-union, although 
United Shoe Workers’ contracts 
cover International Shoe Co.'s four 
plants at Batesville, Conway, Rus- 
sellville and Shoe 
Co.'s three factories at Leachville, 
Piggott and Pocahontas; and the 
Ed White Junior Shoe re- 
cently expanded operation at Para- 


are 


Searcy; Brown 


Co.'s 


gould. 

Frolic Footwear Inc., at Jones- 
boro, is under Boot and Shoe Work- 
ers’ Union jurisdiction. 


Town opposes unionization — In 
one Arkansas town, DeWitt, more 
than 1,000 of the 3,019 residents 
have signed petitions against 
unionization of the DeWitt Shoe 
Corp. factory. The plant, a subsid- 
iary of Northern Shoe Co., Pulaski, 
Wis., recently added 30 new work- 
ers, increasing employment to 250 
and lifting output from 3,000 to 
3,600 pairs of children’s shoes 
daily. 
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George Pike, chairman of the 
committee which circulated the pe- 
titions, said townspeople are 
against a union (in this case, the 
BSWU) because: (1) they want to 
protect their investment in the fac- 
tory; (2) they don’t want the plant 
to close down, as officials said it 
would if the union got in, and (3) 
they don’t want to have to belong 
to the union in order to work. 


Other factories—Arkansas’ line- 
up of shoe plants, besides those al- 
ready named, includes Addison Shoe 


A als es Sates Se 


Brown Shoe Co. factory at Leachville follows typical Arkansas plant pattern: 


One shoe last maker, however, 
Vulcan Corp., has opened a plant 


in Walnut Ridge, Ark. 


A receptive area—Basically the 
state of Arkansas has just about 
the site-qualifications as its 
neighboring states. Yet since 1954 
Arkansas has increasing in 
number of manufacturing jobs 
faster than the nation as a whole, 
or the rest of the South. Most of 
the plants make nondurables. 

Arkansas’ Industrial Commission, 
with William R. Legg as 


Same 


been 


senior 


it's one 


story high, with highway access and lorge parking lot for the use of workers, who may live 
as for as 10 miles from town. Brown has two other plants in Arkansas. 


Corp., in Wynne, part of John Ad- 
dison Shoe Marlboro, 
Clayton Shoe Co., in Corning, part 
of Johansen Bros. Shoe Co., St. 
Louis; Harrisburg Manufacturing 
Co., in Harrisburg, part of 
Johansen; Kickerinos, Inc., in New- 
port, part of Hampton Corp., Mil- 
waukee. 


Co., Mass.; 


also 


Also, Lake Catharine Footwear 
in Hot Springs, part of Connors & 
Hoffman Footwear, Inc., Little- 
ton, N. H.; Osceola Shoe Co., Inc., 
in Osceola, and Stuttgart Shoe 
Corp., in Stuttgart, part of Fashion 
Footwear, North Bergen, N. J. 

Although companies in other 
states which have opened Arkansas 
factories have usually expressed 
satisfaction with results, distance 
has sometimes created problems. 
Most Arkansas-made shoes are mer- 
chandised from the home-base sales 
offices of parent firms, and raw 
materials and machinery have to be 
shipped to Arkansas from as far as 
New England. 


administrator, has made the state 
manufacturing-conscious, the com- 
munities manufacturing-conscious, 
and the Arkansas citizens aware of 
the rewards of attracting industry. 
Townspeople help finance plants 
for lease to producers. Townspeople 
provide subdivision property so 
that young workers can marry, 
settle and stay in Arkansas. And 
townspeople are built-in boosters. 


Is “heyday” over?—For the shoe 
industry, however, the “heyday may 
be over,” one executive says. “A 
sizable number of the new firms in 
the state make small metal goods, 
cameras, pianos, lamps, machine 
tools, gas regulators and the like. 
When the metalworking trades 
move in, look out. They skim the 
cream of the labor crop—the same 
crop the shoe factories need. 

“But as long as the shoe plant 
is the town’s main business. Ar- 
kansas is a good place to make 


shoes.’ 





FOREIGN TRADE 


Imports set new mark in 1960 - 
—and they continue to mount 


Barring the unforeseen, 
non- rubber shoe imports 
are expected to set another 
record in 1961. Last year 
they totaled 26 million pairs 
worth $53.3 million. 


New official government figures 
show leather shoe imports hit a 
peak of more than 26 million pairs 
last year. And all evidence sug- 
gests that the long-range trend is 
still up. Imports this year are 
likely to zoom to still another peak, 
barring war or trade calamity. 

Total imports of non-rubber shoes 
in 1960 were 26,638,751 pairs valued 
at $53,258,315, according to J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products divi- 
sion, U. S. Department of Commerce. 
Compare this with the 22,276,841 
pairs valued at $44,414,276 imported 
in 1959, or the 23,596,541 pairs 
valued at $32,878,782 imported in 
1958. 


Average value rises — Imported 
shoes are becoming costlier. The 
average price per pair of imports 
was only $1.39 in 1958. It jumped 
to $1.99 in 1959, then rose by 1¢ to 
$2 last year. It is likely to rise 
again in 1961. 

Switzerland supplies the most ex- 
pensive shoes, averaging $9.12 per 
pair. Japan has the cheapest—43¢ 
per pair. 

The increase in imports in 1960 
was higher than in the preceding 
year, Schnitzer points out, because 
of an accumulation of imports in 
late 1958 and early 1959. As these 
inventories were absorbed by the 
trade, new purchases from abroad 
stepped up in volume. 


Other trends— Here are addi- 
tional highlights from the new im- 
port data prepared by Schnitzer: 

® The number of supplier coun- 
tries is rising. Principal sources 
are now Japan, Italy, West Ger- 


many, Switzerland, Mexico and In- 
dia. 

© Japan is holding her position 
as the leading U.S. supplier. There 
is no evidence that her exports to 
the U. S. are leveling off. In fact 
Japanese manufacturers are now 
producing new types of shoes espe- 
cially for the U. S. market. 

® New producing countries are 
being recognized by U. S. buyers. 
Spain is a good example. Output 
there has been rising steadily ever 
since U. S. technical experts visited 
Spain several years ago to instruct 
in modern technology. 

® Italy is likely to continue gain- 
ing as an important source. Manu- 
facturers there are improving both 
quality and style in order to build 
their reputation as the leader in 
the continental fashions. 

© Average price per pair rose by 
only 1¢ on the average, but size- 
able increases in this average were 
recorded during the year on im- 
ports from West Germany, Caneda 
and Britain. 


Are quotas ahead? — Quotas on 
imports, even if agreed to, would 
be difficult to enforce. Suppliers 
are naturally reluctant to agree to 
any meaningful quota figures, since 
they do not wish to limit their op- 
portunities to expand in the U. S. 
market. Agreeing on quotas will 
take a lot of bargaining by both 
sides. 

Meanwhile the kinds of imports 
gaining most rapidly are slippers, 


Indian moccasins and shoes with 


textile uppers. 


In rubber footwear, ’60 
increase was even bigger 


Imports of rubber footwear also 
rose sharply in 1960, government 
data shows. Pairage almost doubled, 
going from 52,921,000 pairs in 1959 
to 96,194,000 pairs in the first 11 
months of 1960 alone. 

Meanwhile, the value of imports 


Non-rubber imports: 
the 3-year record 


PAIRS VALUE 
Men's and boys’ 
1960 
1959 
1958 


Women’s and misses’ 
1960 
1959 
1958 


Infants’ and children’s 
1960 
1959 
1958 


Slippers for housewear 
1960 
1959 
1958 


Moccasin Indian type 
1960 
1959 
1958 


Huaraches 
1960 
1959 
1958 


Skating McKay sewed 
1960 
1959 
1958 


Shoes and other ftw. 
leath. soled textile 
uppers 

1960 
1959 
1958 


Alpargatas, upper C V 
veg. fiber 
1960 
1959 
1958 


Alpargatas n.e.s. 
1960 
1959 
1958 


5,232,948 $24,196,336 
21,564,277 
16,359,552 


18,788,129 
14,265,871 
11,477,518 


128,410 
39,141 
40,792 


124,240 
47,302 
48,549 


2,828,061 
1,598,914 
1,135,704 


1,327,119 
917,985 
1,063,005 


79,968 
134,715 
66,849 


54,137 
98,503 
43,851 


, Shoes and other ftw. 


uppers and soles of 
wool felt 

1960 

1959 

1958 


Shoes and other ftw. 
uppers of veg. fiber 


580,589 
316,519 
357,171 


Shoes and other ftw. 
textile uppers, n.e.s. 
1960 
1959 
1958 


GRAND TOTALS 
1960 


1,118,704 
743,962 
505,675 


3,573,637 
2,983,229 
2,065,977 


26,638,751 $53,258,315 
1959 22,276,841 44,414,276 


1958 23,596,541 32,878,782 


n.e.s. =: not elsewhere specified. 

Source: Leather, Shoes and Allied 
Products division, U. S. Department 
of Commerce. 
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jumped from $47,513,000 in 1959 to 
$80,624,000 in the first 11 months 
of last year. 

All indications are that rubber 
footwear imports, too, will continue 
to rise, making 1961 another peak 
year. 

Following are the official figures 
from the U.S. Commerce Depart- 
ment’s Rubber division (all 1960 
data for the first 11 months 
only) : 


are 


Rubber shoe imports 


PAIRS VALUE 
Rubber shoes and 
overshoes 

1960 (11 mos.) 

1959 


Rubber boots 
1960 (11 mos.) 
1959 


Rubber-soled shoes 

with fabric uppers 
1960 (11 mos.) 27,838, 
1959 12,614, 


TOTAL, ALL RUBBER 
FOOTWEAR 
1960 (11 mos. 96,194,000 $80,624,000 
1959 52,921,000 47,513,000 


Source: Rubber division, U. S. Depart- 
ment of Commerce. 





NSMA plans Washington 
conference on imports 


The industry will carry its import 
woes to Washington again March 27- 
28 when the National Shoe Manu- 
facturers Assn.’s Imports Committee 
holds its Second Imports Conference 
at the Hotel Congressional. The con- 
ference will seek to bring both 
NSMA members and congressmen up 
to date on the state of footwear im- 
ports, and to discuss current trends 
in imports legislation. 

NSMA has invited any of its mem- 
bers who have been affected by rising 
imports to attend. A luncheon on the 
first day will feature talks by con- 
gressmen and other officials. Spokes- 
men for the textile industry, the field 
most affected by imports today, will 
also be heard. Samples of imported 
footwear will be on exhibit. 


Belgium, Luxembourg 
are unlikely markets 


Only a tiny market exists in Bel- 
gium and Luxembourg for U. S. 
shoes, according to a new report 
from J. G. Schnitzer, director of the 


Leather, Shoes and Allied Products 
division of the Commerce Depart- 
ment. 

Italy and the Netherlands supply 
most of the imports. Said Schnitzer: 
“Italian shoes are popular and are 
offered at low prices that make 
them competitive with the Belgian- 
made shoes. The Netherlands also 
supplies a large share of the Belgian 
imports, partly owing to its prox- 
imity. It is doubtful that U. S. 
shoes of comparable quality could 
be offered in Belgium at the same 
low prices.” 

Consequently U. S. sales totaled 
only 4,079 pairs in 1959 and 1,781 
pairs in the first half of 1960. 


No market at all in Israel 

There is no market for U. S. shoes 
in Israel, according to the Commerce 
Department. Israel imported only 
token amounts: 520 pairs of infants’ 
and children’s shoes with leather up- 
pers in 1959, and 540 pairs in 1960. 
shoe factories not only 
supply the entire domestic need (4 
million of non-rubber 
annually) but are looking for ways 
to increase their exports. 


Israel's 


pairs shoes 





an ALL NEW FORM 


for today's casuals at less than 


half the former price! 


The slim Fairy “Princess” 

is an all new form. This new 
full form features undercut 

at arch, natural toe spring, full 
sole and fashionable pointed 





toe, at a spectacular low 
price now made possible 
by our dramatic new 
manufacturing 





process. 





Write today for free sample. | SHOE FORM CO. INC. 


See what the Fairy “Princess” 
will do for your shoes. 





New York City AUBURN, N. Y. 


IN CANADA: WILLCO INDUSTRIES LTD., 


St. Louis, Mo. 
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Owen Thomas retires after 35 years as a Recorder editor 


In the mid-1920s Owen A. 
Thomas answered a blind ad in a 
Boston newspaper and shortly 
thereafter found himself a member 
of the BooT AND SHOE RECORDER 
editorial staff. 

In the years since, he served as 
an associate editor, research editor, 
news editor and then associate edi- 
tor again. His duties took him 
from Boston to New York and back 
to Boston—and occasionally, when 
he was needed, to Philadelphia as 
well. In recent years he ranked as 
the senior member of the staff in 
term of service. 

Last month, after 
the job, he retired. 

e 

Owen Thomas was responsible in 
recent years for coverage of the 
New England shoe industry. A 
soft-spoken man of dry humor, he 
could count dozens of Boston area 
shoemen as close friends. To his 
associates he was known as a dili- 
gent worker and an accurate jour- 
nalist, who made a point of never 


35 years on 


MARKETING 


EJ says it will emphasize 
style instead of price 


Endicott Johnson Corp., long iden- 
tified with work shoes and other 
footwear with more utility than 
style, will stress style instead of 
price in the future. 

Edgar B. Mooney, Jr., marketing 
vice-president, outlined the new 
marketing emphasis in a talk before 
the New York Sales Executive Club. 
He said EJ will make bigger inroads 
into such style-conscious markets as 
the young women’s, teenage, young 
men’s and children’s. 

“All of this involved a complete 
change of direction as far as prod- 
ucts, programs and presentations 
were concerned,” Mooney said. And 
already, he noted, key retailers have 
responded favorably to the change. 

So intent is EJ on style that 
Mooney said the company has turned 
to Renaissance painter - sculptor - 
architect Leonardo daVinci for help 
in designing its fall line. EJ is 
using the Leonardo principles of 


90 


missing a deadline. 

Mr. Thomas entered the trade 
journal field by way of newspapers 
and the advertising business. As a 
young Ivy League 
graduate, he went 
to work for the 
Pittsburgh Press, 
then switched to 
the old Pitts- 
burgh Sun three 
years later. After 
two years there, 
he joined the Al- 
bert P. Hill Co., 
a national agency, 
as a copywriter. 

Mr. Thomas left the then-Smoky 
City (its face-lifting came long 
after he had gone, he notes sadly) 
to do sales promotion work for the 
old Clinton Wire Cloth Co. in Bos- 
ton. His introduction to the foot- 
wear field came advertising 
manager of Regal Shoe Co. in the 
same city. After that he moved to 
the RECORDER, which head- 
quartered in Boston in those days. 


OWEN A. THOMAS 


as 


was 


design, Mooney explained, and will 


make a point of this in its forth- 
coming advertising and promotion. 


JS&S to handle Peacock 
and Rice-O’Neill shoes 


The Peacock and Rice - O'Neill 
women’s shoe brands of Boyd-Jones 
Shoe Co., St. Louis, have been in- 
corporated in the Matrix division of 
Johnson, Stephens & Shinkle Shoe 
Co. Under an agreement between 
the two firms, the shoes. will be 
made and sold through the JS&S 
plant facilities. 

McLeod Stephens of Johnson, 
Stephens & Shinkle said his com- 
pany will maintain the same price 
and quality standards for the two 
lines. Andrew Shinkle will be in 
charge of sales, and Cody Roberts 
has joined the Matrix division as 
assistant sales manager. He was 
formerly Southeast salesman for 
Boyd-Jones and its parent company, 
Hamilton Shoe Co. 

The Hamilton plant in St. Louis 
which formerly produced Peacock 


Today, Owen Thomas lives with 
his wife and a nephew in Needham, 
Mass., a Boston suburb. He spends 
his quiet moments working in his 
garden. 

® 


New Boston editor named 


Donald J. Watson has joined the 
RECORDER staff as Boston regional 
editor. He has taken over the for- 
mer duties of Owen Thomas. 

Watson was formerly with Vin- 
cent Edwards & Co., Boston trade 
magazine publishers, as an editor 
of Plastics Industry and as an as- 
sistant editor of Hotel Bulletin 
and Furniture Manufacturer. 

Earlier, as an Army lieutenant, 
he was technical liaison officer of 
the Signal Corps School at Fort 
Monmouth, N. J. His duties in- 
volved public relations and news- 
paper work. 

Watson is an English-journalism 
graduate of Northeastern Univer- 
sity in Boston. 


and Rice-O’Neill shoes will now 
concentrate on Delmanette shoes. 
Hamilton will continue to make 
Penaljos in its second St. Louis fac- 


tory and at DeSoto, Mo. 


Broader distribution due 
for Brown's Regal line 


tegal brand men’s shoes will be 
offered to independent shoe stores, 
specialty stores and department 
stores early next month. Currently 
the brand, owned by Brown Shoe 
Co., is sold only through 82 Regal 
stores and 18 leased departments 
throughout the U. S. 

Louis J. Schaefer, Brown's vice- 
president, sales, said the broader 
distribution policy will take effect 
with the fall line. Regal salesmen 
will show the line to dealers in 
their territories following sales 
meetings in St. Louis April 4-6. The 
Regal wholesale line will also be 
shown at the Shoe Market of 
America in St. Louis, April 9-12. 

The line will be sold by 25 repre- 
sentatives of the Roblee sales divi- 
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sion. Styles will be identical with 
those carried in Regal stores. Re- 
tail price range is $14.99-$17.99. 

An extensive instock program is 
planned. 


New Palizzio showrooms 


Palizzio, Inc., formally opened 
modern new showrooms and admin- 
istrative offices at 801 Broadway, 
New York, after converting the 
first floor of the company’s five- 
story quarters for that purpose. 

“This project was in the making 
for three years,” said Ralph 
Abrams, president. “Our intent was 
to concentrate design and produc- 
tion on the upper floors and make 
the street level a showplace.” 

The walls of two showrooms are 
white moire with the New York 
skyline depicted in black patent. 
This facade converts into revolving 
panels with shelves for shoe dis- 
play. Another room, paneled in 
wood, is devoted to the Footprint 
line. The handbag department has 
a boutique-type room. 


MANAGEMENT 
Georgia Shoe appoints 


national sales manager 


Georgia Shoe Manufacturing Co., 


Flowery Branch, Ga., has named 
Leo LeRoy to a newly created post 
of national sales 
He will 
3oard 
Chairman Sam 
Perling in “an 
expanded 
program” 
directing the com- 


manager. 
assist 


sales 


besides 


pany'’s public rela- 
program. 
LeRoy, who lives 
in Atlanta, 
the 


since 


tions 


has 
in- 
1936. 


LEO LeROY 
He has repre- 
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sented such firms as Viner Bros., 
Inc., and Acme Boot Co. 

Perling called the appointment 
“one of a number of steps in re- 
aligning executive personnel to keep 
pace with the company’s growth.” 


W. W. Gallaher elected 
head of Musebeck Shoe 


W. W. Gallaher has been elected 
president of Musebeck Shoe Co., 
Oconomowoc, Wis., succeeding the 
late George E. Musebeck. He moves 
up from vice-president, sales, after 
28 years with the 
firm. 

Other company 
officers are W. A. 
Andrews, vice- 
president in 
charge of finance, 
and secretary; 
John Boehm, vice- 
president in 
charge of produc- 
tion, and Stuart 
sjoehm, treasurer. 
are E. E. Houser, G. C. 
Brimhall, George Howie John 
Spivey. 


WwW. W. GALLAHER 
Directors 
and 


MANUFACTURERS FOR OVER 32 YEARS 


PHYLLIS SHOE 
95 Bridge Street 


COMPANY 
Lowell, Mass 





Phyllis Shoe Co 
Gentlemen: 


Sounds 
INCREASE YOUR RETAIL SHOE BUSINESS 


Store Name 


Address 


LABOR 


Employees accept cut so 
Wellco can lower prices 


To combat a production decline, 
the first in 11 years, employees at 
Wellco Shoe Corp., Waynesville, 
N. C., voted to accept a proposal of 
no pay for eight regular holidays 
and half the usual vacation pay. 
Heinz Rollman, company president, 
said the agreement would enable 
the firm to cut prices in the hope of 
stimulating sales. 

Rolf Kaufman, general manager, 
emphasized that all orders received 
since Jan. 1 would be shipped at the 
new prices. He said credits would 
on any items shipped 
since that time on which prices are 
being reduced. 


be issued 


8¢ wage hike in Haverhill 


All 18 union shoe plants in Haver- 
hill, Mass., representing 5,000 work- 
ers, have signed 1961-62 contracts 
with the United Shoe Workers 
of America, AFL-CIO. Stewart F. 
Prue, manager-treasurer of Joint 


NEW 
MONEYMAKING 
PROMOTION 
BOOKLET 


Can't afford to advertise, promote? 

Yes you can! Here's a new, free, 

24 page booklet prepared by 

Phyllis Shoe Company, packed from one 
cover to the other with 26 proved 
successful, low, low cost promotion 
ideas, that make it possible for you 

to run big promotions without 

running up big costs! 


Fill out and mail this coupon today! 
Your FREE booklet with 26 moneymaking 
ideas will be heading your way tomorrow! 
9 Bridge St., Lowell, Mass 


reat! Please hurry my FREE booklet. 26 WAYS TO 


CP eam 





Executive Board 31, said the pacts 
call for a 5¢-an-hour wage increase 
in 1961 with an additional 3¢ in 
1962. An additional week’s vacation 
in July was also agreed on. 


NEW LINES 
Fashion in the safety shoe 


The shoe at left, like the one at right, is 
c safety shoe. Genesco, Inc., Nashville, 
Tenn., has introduced the narrow-toe last 
in this field. The polished-leather slipon, 
made with o steel plate as is the con- 
ventional high-top style, is a product of 
Genesco's Cedar-Crest division. 


Hartman to introduce 
fashion line in St. Louis 


Hartman Shoe Manufacturing Co., 
Haverhill, Mass., will market a new 
high-style line this summer under 
the name “Alex Originals.” The line 
will be shown complete for the first 
time at the Shoe 
Market of Amer- 
in St. 
next month. 

Harold G. Gould, 
vice-president and 
sales manager, 
said the shoes will 
retail at $12.95 to 
$14.95 and feature 
heel heights from 
16/8 to 25/8. They 
will be marketed Al RICE 
through high-fashion shoe stores 
and department stores selling on a 
volume The Alex Originals 
line will concentrate heavily on rep- 
tiles such as alligator and lizards. 

Stylist and sales director for the 
line will be Al Rice, formerly asso- 
ciated with the Maranne Shoe Co. 
ind Melori Shoe Co. in similar ca- 
pacities. 


ica Louis 


basis. 
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PRODUCTION 


Higher productivity is 
vital, NAFMC head says 


“A substantially stepped-up pace 
of productivity in shoe manufac- 
turing may well be regarded as the 
most essential target of this indus- 
try in the Sixties.” 

This is the view of S. F. Eagan, 
general chairman of the North 
American Factory Management 
Conference and vice-president of 
Florsheim Shoe Co. Reporting to the 
NAFMC Committee, Eagan said two 
intensifying competitive forces 
make higher productivity vital: 

© The steadily rising tide of shoe 
imports. Leather shoe imports now 
represent over 6 per cent of domes- 
tic output. In five years, with pres- 
ent growth rates, they could amount 
to more than 20 per cent. 

® The steadily lessening share of 
the consumer dollar going into 
shoes. Said Eagan, “The shoe in- 
dustry must recognize that it is 
facing as strong competition from 
other products as it is from within 
the industry.” 


mee 
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GOLD COIN 


GERBERICH-PAYWNE SHOE CO. 


MOUNT JOY PENNSYLVANIA 


Baseball Shoes 





Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10; 
standard widths. 





Have YOU sent for 
your booklet yet ? 


How to SELL 
More and Better 
Shoes. - 


the MERLIN way! 
Write: C.1.C. MACHINERY, inc. 


of Articor 





REGULATION 
BASEBALL 
SHOES 


(steel spikes, 
leather soles) 


Sizes 1-12 
$3.75 


Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, Boston 10, mass 











In-Soling Materia 


Boston 10, Mass. 


U.S. Distributors 
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The NAFMC chairman urged, 
“We must lift our productivity rate 
to a new plateau so that we can 
offer more values and more attrac- 
tions for consumers and also pre- 
sent more competitive muscle 
against shoe imports.” 

* 


Men’s sessions arranged 


Meanwhile, NAFMC officials an- 
nounced the program for the men’s 
sessions of the conference, April 
19-23 in Cincinnati. A major con- 
sideration will be shoemaking prob- 
lems that tend to create production 
bottlenecks. 

Emphasis will be on these bottle- 
necks and on “bottleneck-breaking 
techniques” at the opening session 
on Thursday, April 20. Also on this 
portion of the program will be a 
“gimmick” with 
simplify shoemaking and make it 
more efficient. Heading this meet- 
ing will be Paul Crane of Roberts- 
Hart, Inc., who is chairman of the 
men’s group for the conference. 


session ideas to 


“Conceive Today—Case Goods To- 
morrow” will be the title of Friday’s 
session, designed to show how care- 
ful planning can result in shaping 
sound new ideas, production of 
samples and initial case work. Sys- 
tems of efficient work programming 
will be discussed. In charge will be 
W. Douglas Muir of John Richie 
Co., Ltd., and David Payne of 
Genesco, Inc. 

On Saturday, April 22, there will 
work and 
This will be the first 
time the Factory Management Con- 
ference has featured a meeting de- 
voted exclusively to men’s work and 
safety shoes. Heading this session 
on “Constructions, Problems and 
Solutions” will be Don Erion of 
J. F. McElwain Co. and Ross Hahn 
of Greb Industries Kitchener, Ltd. 

The shoe meeting, titled 
“Automation in Dress Shoe Manu- 


be separate sessions on 


dress shoes. 


dress 


{ar BOOKLET! 


EVERETT & BARRON CO. 
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facture,” will cover new construc- 
tions, new materials, new machinery 
and equipment, including convey- 
ors; new production flow methods, 
and the influence of fashion trends 
on constructions. Directing this ses- 
sion will be Ray Purtell, Freeman 
Shoe Corp.; John DeWitt, and 
Claiborne Craddock, Craddock- 
Terry Shoe Corp. 


January output is down 
—probably February too 


Footwear production failed to 
turn upward in the first two months 
of the new year. 

The Census Bureau’s preliminary 
report of January output showed 
19.4 million pairs, 6 per cent fewer 
than the 52.6 million pairs of Jan- 
uary 1960. 

Production of men’s dress and 
play shoes totaled 6.6 million pairs, 
up 1 per cent from a year before. 
Output of women’s dress and work 
shoes 17.5 million up 
5 per cent. But the other categories 
together showed a 14 per cent drop. 

The National Shoe Manufacturers 

Assn. estimated that February out- 


Lu Fn 


isliols 


was pairs, 


the shoe with th 


put would amount to 49.5 million 
pairs compared with about 53 mil- 
lion pairs in the same month last 
year. 


Brauer to halt St. Louis 
output; ISCO lays off 125 


Two St. Louis manufacturers an- 
nounced cutbacks early this month. 
Brauer Bros. Shoe Co. said it will 
discontinue production at its only 
St. Louis plant S. Sarah St.) 
when the spring line is completed 
in early April. About 175 employees 
their jobs; another 100 
retained in materials and 


(99 


will lose 
will be 
office forces. 

Brauer Bros. blamed declining 
demand for high-heeled shoes. The 
company said production formerly 
Louis will be 
absorbed by other plants at 
Cuba, Cabool and Seymour, Mo. 

Meanwhile, International Shoe 
Co. temporarily laid off 125 ware- 
house employees March 3, planning 
to recall them in May for work on 
the fall line. Additional layoffs 
may follow, a company spokesman 


concentrated in St. 


its 


said, depending on business condi- 
tions. 


TWO FAST- SELLING 
STYLES TO BUILD 


YOUR PROFITS 


Here's fit...style... comfort 
at prices to make you money! 


Strikingly beautiful classic pump, on our new 
No. 154 double needle toe last, pencil-slim 
21/8 full breasted heel, in MELLOW, TOP- 
GRAIN BLACK CALF. Also in white calf as 
#686W. Sized AAAA, 7-10; AAA, 7-10; AA, 
6%-10; A, 7-10; B, 4%2-10, all IN-STOCK. A 


real value at $6.35, to retail at $10.95 with 


long mark-up! 


+777X 
BANNER 


Write for IN-STOCK catalog! 





“73 Years of Fine Shoe Craftsmanship” 


+6868 
PERFECTION 


OUR FASTEST SELLING STYLE, with the fit 
that brings customers back, in black elas- 
ticized kid, black patent plug and tongue, 
47 last, 14/8 Cuban heel, rubber top lift. 
Sized AAAA, 5-11; AAA, 5-11; AA, 5-11; 
A, 5-11; B, 4-11; C, 4%-11; D, 5-11; E, 
5-11; EE, 5-10, all IN-STOCK. A wrap- 
up at $6.25 to retail at $10.95 with 
long mark-up! 


The P. HAGERTY SHOE CO. 
WASHINGTON C. H., OHIO 





FINANCIAL 


ISCO expects 2% drop in sales for year 


image of Inter- 
Co. is “steadily 
President Henry H. 
stockholders at the 
annual meeting in St. 


The corporate 
national Shoe 
improving,” 
tand~= told 
company’s 
Louis. 

“As Wall Streeter put it, 
the ‘sleeping giant’ has awakened 
and is out of bed,” Rand remarked. 
“I might also add that he’s about 
his 


one 


finished setting-up exercises 
and is in fighting trim.” 

Rand said ISCO sales for the 
full year will be in the “neighbor- 
hood of $290 million, some 2 per 
cent below the peak sales of 1960.” 
About one fourth of the total will 
represent sales through ISCO’s own 


. +7 +) 
retall outiets. 


Spring business down 4°6,—Vol- 
ume of wholesale orders for spring 
4 per cent below 


is running about 


HORWEEN 


SIDE 


LEATHERS 


For dependability and uniformity 
grains and 


in side leathers — 
smooth dress — 


the same period of 1960, reflecting 
slower consumer buying. But Rand 
noted: the NSMA’s 
figures, receipts 
better than the industry as a whole, 
which has affected 
cautious ‘wait-and-see’ attitude on 
the part of the retailer.” 

ISCO’s president looks for a grad- 
ual improvement 
midyear: 

“The key 
I believe, will If sales 
during March and April at retail 
equal or better the during 
the same period a year ago, | 
am sure it will to improve- 
ment in the half. It will 
up the inventories 
permit a 
chants.” 


“Based = on 


our order are 


been by a 
beginning about 


this 
Easter. 


point in pickup, 


be 
sales 


point 

second 
retail 

restocking by 


loosen 


and mer- 


Still gaining—Rand told share- 


workshoe in retan, 


aniline and glove, and athletic 
goods leathers — the HORWEEN 
line is unsurpassed. 


With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally 


deserve your consideration. 


HORWEEN LEATHER COMPANY 


2015 ELSTON AVENUE 


NEW YORK 38: HERMANN LOEWENSTEIN, 
BOSTON 11: KAYE & BARNES, 


° CHICAGO 14, ILLINOIS 
INC., 26 FERRY STREET 
INC., 93 SOUTH STREET 





helders that International has not 
realized the full benefits to 
derived from the “aggressive 
moves” adopted a year to 
strengthen the company’s competi- 
tive position. ISCO’s own outlets 
should improve in profitability and 
make a contribution to 
earnings he 


yet 
be 
ago 


greater 


as stores develop, 


added. 
As 
item 


shoe 


1961, the 
may or may not 
prices is the minimum 
If higher minimums go into 
upward adjustments in shoe 


only 
affect 
wage 


Rand 
which 


sees 


rate. 
effect, 
prices wil] have to be considered, 


he said. 


told 
International's 


Factors for strength—Rand 
stockholders that 
position is its la- 


force 
its 


financial strong, 


bor contract stable, its sales 


streamlined by regions, and 


research aggressive. Improved mer- 
chandising and production schedul- 
wider of 
the number 

company’s 


ing techniques and use 
IBM equipment 
of pairs in the 
inventory 
the 


increasing 


made 
parent 
“the 
postwar 


year-end lowest on 
record in 
the 


of shoe merchandising.” 


period, de- 


spite complexities 


12-company study shows 
profits down 12% in 1960 


of 
manufacturers in 
taxes, were 12.1 below the 
level of the previous This was 
the finding of the New England Shoe 
which analyzed 
the first dozen 


their sales 


12 leading 
1960, after 


Composite earnings 
shoe 
per cent 


year. 


and Leather Assn., 
the 1960 of 
big firms to report 
profits. 

The same companies’ 
sales total was 7 per cent above the 
1959 level. The average rate of re- 
turn of net to net 
2.8 per cent compared with 
cent in 1959. 


reports 
and 


combined 


sales was 


3.4 per 


income 


Genesco ahead for half 


joth earnings and sales were up 
for Genesco, Inc., Nashville, Tenn., 
in the six months ended Jan. 3 
(the company’s fiscal year now ends 
July 31) 

First-half net sales were $166,- 
331,000, an increase of 14 per cent 
over the $145,792,000 in the same 
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period a year before. Net earnings 
were up 4 per cent from $5,058,000 
to $5,267,000, but earnings per com- 
mon share dropped from $1.49 to 
$1.36. 

The 1961 figures are bolstered by 
of $6,042,000 by Kingsboro 
Mills, Inc., which Genesco acquired 


sales 


last year. 


B. B. Walker profits jump 


B. B. Walker Shoe Co.’s annual 
report showed 1960 net earnings 
of $152,680, more than 2% times 
the 1959 total of $58,995. Profits 
amounted to 30¢ per share com- 
pared with 11¢ in 1959. The com- 
pany’s net sales increased to $5,- 
253,999 from $4,548,853, a gain of 
15.5 per cent. 

President B. B. Walker told stock- 
holders that sales of Walker brand 
shoes increased 113 per cent during 
1960 and much of the business re- 
placed former government contracts 
which had proved unprofitable. 


Weyenberg gained in '60 


Weyenberg Shoe Manufacturing 
Co., Milwaukee, experienced a 5 per 
net sales and a 9 
income 
Sales 


cent increase in 


per cent gain in net in the 
vear ended Dec. 31. 
$18,362,282 from $17,484,845 in 1959. 
Profits increased to $1,269,456 from 
$1,165,648. 

On a _ per-share 
amounted to $5.65, up from $5.08 


rose to 


basis, earnings 


Hanover sales, net rise 


Hanover Shoe, Inc., Hanover, Pa., 
reported increased earnings of $946,- 
574, or $1.36 per share, for the year 
ended Dec. 31, compared with $931,- 
549, or $1.34 a share, in the previous 
year. Sales rose to $13,350,833 from 


$12,820,842. 


Dividends... 

Genesco, Inc., Nashville, Tenn.: 
regular quarterly dividend of 40¢ 
per common share, payable April 28 
to shareholders of record April 14. 


International Shoe Co., St. Louis: 
regular quarterly dividend of 45¢ 
per common share, payable April 
1 to shareholders of record 
March 10. 
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LITIGATION 


Brown-Kinney decision 
to be postponed a year 


It’s going to take about another 
year before we know if Brown Shoe 
Co. violated the antimerger laws in 
buying G. R. Kinney Corp. Lawyers 
for both the government and Brown 
have agreed that more time is need 
ed to prepare their arguments in 
this all-important test case. The case 
is now for 


scheduled argument in 


the court’s fall term, which begins 
in October. Decision could follow 
any time thereafter. 

The U.S. district court at St. 
Louis ruled last year that Brown’s 
purchase of Kinney was contrary to 
law in that the acquisition would 
tend to lessen competition in shoe 
manufacturing and retailing. Brown 
appealed to the U.S. Supreme Court, 
and the Court granted a request for 
oral argument and a decision. 

The antimerger provisions of the 


Clayton Act have never been fully 





Get Extra 
Ephrata’s 


Sales, Extra Profit With 
Star Mid-Season Seller 


JUNIOR WELT MONK TOE STRAP MADE 
OF UNIQUE GAHNA BUFFALO CALF 


Here's a real sales builder for alert retailers who want 
something special to offer in real value and durability. 
Tanned in the ancient process of India, water buffalo 
is known for its strength, rich grain and supple texture. 
This extraordinary leather has been fashioned by 
Ephrata craftsmen into unmatched value. 


Stocked in the popular buckle strap, reversed seam, 
in both black and dark brown. Junior welt construc- 


tion. Leather sole. 
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Width stecked— 
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+4916B—Black 


Mail your order at 
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Priced at 


$3.10 
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tested in the courts. In agreeing to 
hear oral argument from both sides, 
the Court thereby indicated that it 
finds the Brown case of considerably 
more than routine interest. For that 
reason the case is being followed 
closely not only by the shoe trade but 
also by all branches of business and 
industry. The success or failure of 
Brown’s appeal may well indicate 
the pace of merger activity for 
years to come. 

The Clayton Act, as amended in 
1950, forbids the acquisition of 
stock or assets of any firm if the 
result “may be substantially to les- 
sen competition, or tend to create 
a monopoly.” Brown contends that 
shoe retailing is a sharply competi- 
tive and that the gov- 
ernment fails to understand this. 


business, 


Spiegel’s ‘Hushpuppy’ 
target of Wolverine suit 


Wolverine Shoe and Tanning 
Corp., Rockford, Mich., has spent 
upwards of $1.5 million to promote 
its Hush Puppies line—and it was 
rewarded last with 
more than $7.5 million. 

Consequently, when the Spiegel 
mail order firm, of Chicago, offered 
a shoe identified as a “Hushpuppy” 
in its spring-summer 1961 catalog, 
Wolverine officials were alarmed. 
Late last month they filed a trade- 
mark infringement suit in federal 
court at Grand Rapids, Mich., ask- 
ing that Spiegel be barred from us- 
ing the name “Hushpuppy” and 
from distributing catalogs which in- 
clude this trademark. An accounting 
of damages was also asked. 


year sales of 
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MISCELLANY 


Michigan Travelers’ leaders for 1961 


Newly elected officers of the Michigan Shoe Travelers Club for 196! are (standing, left 
to right) Ted Mansfield, Herbst Shoe Manufacturing Co., secretory; Leon Doyle, Leverenz 
Shoe Co., vice-president; Sidney Abramsky, Brown Shoe Co., president; John Shelby, H 
Gordon Shoe Corp., treasurer, and (seated, from left) Elliot Miller, Garfield & Rosen 
Inc., a director; George H. Lawson, Phyllis Shoe Co. NSTA regional governor; Curtis 
W. Johns, Tober-Scifer Shoe Manufacturing Co., choirmon of the board. 





770,841 without a 


April 7, 


ompany 


after man-hours 


Honored for safety 


Curtis-Stephens-Embry Co., Read- 
ing, Pa., received the Pennsylvania 
Manufacturers Assn. In- 
surance Co. certificate safety, the 


from 
The « 


has received many safety awards in 


disabling accident 


1959 to Aug. 9, 1960 


Casualty 


for past. 


ROMITO-DONNELLY 


CORPORATION 


RAVENNA,OHIO 


WELLCO SHOE CORP. Waynesville, North Carolina 
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FINANCIAL 


Seton plans stock split; 
price of its shares soars 


Stockholders of Seton Leather Co., 
Newark, N. J., will vote March 21 on 
a proposed 5-for-1 split of the com- 
pany’s common stock. If they ap- 
prove, the split is expected to take 
effect March 27. 

Word of directors’ approval of the 
split carried the company’s stock to 
a new high of $94 on the American 
Stock Exchange. It had previously 
rocketed from about $40 a week ear- 
lier to $74 with the announcement 
that Seton would pay a special divi- 
dend of $1.60 March 15 }& holders of 
record March 7, in 
regular 50¢ dividend. 

Richard Kaltenbacher, vice-presi- 
dent and treasurer, said another fac- 
tor in the stock price rise was the 
firm’s favorable report of 1960 earn- 
ings. Profits amounted to $488,517, 
or $5.89 per share, compared with 
$322,365, or $3.89 per share, in 1959. 


addition to a 


MANAGEMENT 
Swoboda officers named 


Laird H. Simons, Jr., has been 
elected president of H. Swoboda & 
Son, Inc., Philadelphia horsehide 
leather firm, succeeding the late Gus- 
tave T. Swoboda. Other officers elect- 
ed or reconfirmed are Harry J. Ko- 
hout, vice-president and general man- 
ager; Ullman C. Hendler, vice-presi- 
dent, and William Doherty, secretary 


OUR PRICES 
PRODUCE 


FAST SALES 


) = 5X 
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and treasurer. All four continue as 
directors, and Fred G. Ewald joins 
the board. 

The company is a wholly owned 
subsidiary of the William Amer Co., 
kid and kangaroo tanners. The re- 
sponsibilities of Simons, Kohout and 
Ewald with the parent firm are un- 
changed. 


Joins Harvey Leather 


Jerome M. Cohen has joined the 
Thomas B. Harvey Leather Co., 
Philadelphia, as executive 
president and a member of the 
board of directors. He has _ pur- 
chased a substantial share of the 
company’s stock. Cohen was for- 
merly a plant manager for Allied 
Kid Co. in Wilmington, Del. 


vice- 


NEW LINES 
Fleece on soft leather 


“Fleecetan,” composed of soft, lus- 
trous Orlon fleece laminated to 
chrome-tanned soft leather, is being 
marketed by General Split Corp., 
Milwaukee, for use in boots and slip- 
pers. The company says it is suit- 
able for vulcanizing. For the fleece, 
red is the No. 1 color followed by 
white, gold, gray and green. Black 
is most popular for the leather part, 
with beige, gray and red trailing. 

The Milwaukee company also 
reports heavy sampling of its em- 
bossed patent leather on fine split 
leather for the shoe trade. Shoemen 
have also shown extensive interest, 


) S— 


company officials say, in other em- 
bossed prints in the same family: a 
glossy lizard, a dull glove-like finish, 
a French calf finish and a floral 
print. 


Wilner Wood Products 


markets plywood heels 


Wilner Wood Products Co., Nor- 
way, Me., has added plywood heels 
to its product lines, and company 
officials say the new heels offer ad- 
vantages of greater strength and a 
wider range of styling. Through 
their easier workability, the heels 
are also said to cut production time 
in the shoe factory. 

According to the Wilner firm, the 
heels when attached to 
shoes retain their original appear- 
ance during the normal period be- 
tween manufacture and wear. Prop- 
erly manufactured, they will not 
“finish crack” or come apart with 
wear. 

Furthermore, claim Wilner offi- 
cials, these heels are more machin- 
able and will take nails more easily 
than leather heels. 


plywood 


Hoffco adds two colors 


Two new colors, Moonbeam and 
Biscuit, have joined the shoe polish 
line of Harry Hoffmann Co., Inc., 
Milwaukee, increasing the company’s 
selection to 54 colors. President Harri 
Hoffmann said the new polishes, like 
the other 52, will be sold only 
through shoe stores, shoe depart- 
ments and repair shops. 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





PROMOTION 
Esquire starts big push 


Esquire Shoe Care Products, 
Brooklyn, is using two top-rated TV 
programs, “Wagon Train” and “Al- 
fred Hitchcock Presents,” and a 
series of full-page, two-color ads in 
Life magazine to promote its new 
“Touch of Magic” line. The cam- 
paign, called the biggest in the com- 
pany’s history, will also make heavy 
use of television spots. 

Other members of the Esquire 
polish family will also be featured 
on TV along with “Touch of Magic.” 

e 

Much - publicized heavyweight 
boxer Ingemar Johansson has been 
signed by Esquire Shoe Care Pro- 
ducts for sales promotion. The com- 
pany said Johansson will make 
goodwill appearances with Bill 
Hamilton, Esquire sales manager 
for the Scandinavian countries and 
a former Johansson interpreter, 
who responsible for signing 
him. 

Photos of Johansson shining 
shoes with Esquire products are 
being distributed nationally. 


was 


men - 
children 


LONGITUDINAL 
ARCH fA 


Cc 
SUPPORT \ (dais 


—_—- 
HEEL 
~~ 


suict Marcu 


The Swedish fighter is the latest 
of several sports personalities en- 
listed by Esquire for promotion 
work. Others have included foot- 
ball’s Lou Groza and boxing’s Beau 
Jack. 


MISCELLANY 


Troy named consultant 
to Vulcan in last design 


Seymour Troy, famed fashion 
shoe designer, has become associ- 
ated with Vulcan Corp., Cincinnati, 
consulting 
designer for the 
development of 
new and unusual 
last styles. Such 
styles will bear the 
name of “Seymour 
Troy Concep- 
tions.” 

Troy heads Tri- 
anon Shoe Corp., 
exclusive Manhat- 
tan custom produc- SEYMOUR TROY 
ers of Seymour Troy Originals. A 
year ago he received the first annual 
Mercury Award of the National 


as a 


Shoe Retailers Assn. in recognition 
of his contributions to footwear 
design. 


Warehouse for Goodrich 

B. F. Goodrich Tire & Rubber Co. 
has completed a new office and ware- 
house building at 1925 Walton Rd., 
St. Louis County, Mo., to serve most 
of the Midwest. 


Trademark registered 

The trademark, “Ripple Sole, ‘The 
Shoe that Walks for You’,” has been 
registered by the U. S. Patent Office 
for 20 years, according to Leonard 
Hack, president of Ripple Sole Corp., 
Detroit 


Monarch cited for safety 


Monarch * Marking Co., 
Dayton, O., was presented with a spe- 
cial safety award by the Ohio Indus- 
trial Commission in recognition of its 
record of 606,433 man-hours without 
loss due to an industrial accident. The 
70-year-old Monarch firm makes 
price marking machines and labels. 
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A proven seller . . . an all-leather masterpiece of design 

and craftsmanship . . . the most comfortable “walking 

sandal” anywhere! Exclusive built-in arch supports 

every step, relieves stress and strain, prevents 

“letdown” feeling of ordinary sandals. Pre-molded 
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the sand. Retail $10.95 pair, Whis. $6.40. 
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HOST TO THOUSANDS: Harry 
Livermore had 5,292 visitors last 
year. Since 1928 the affable Liver- 
more has served as tour guide for 
Endicott Johnson Corp., Endicott, 
N. Y. Over the years he has di- 
rected some 75,000 visitors through 
the company’s leather processing 
and shoe assembly plants. In the 
beginning his tour guiding was a 
part-time occupation, but by 1949 
the number of EJ guests had 
swelled to the point where a full- 
time guide was essential. “Nine 
out of ten visitors,” Livermore notes, 
“say they never realized there were 
so many steps involved in making a 
pair of shoes,” 

. >. . 

HONORED AT THE BALL: Mrs. 
Sarah Abrahams, who helped or- 
ganize the Baltimore Shoe Club 
and served until last year as its 
“working secretary,” was 
honored by the club and the Asso- 
ciated Shoe Travelers of Baltimore 
at their inaugural ball. Gilbert 
Katz, incoming president of the 
Shoe Club, delivered a formal 
thank-you to Mrs. Abrahams. Al 
Levine, new president of the Shoe 
Travelers, presented a gift of lug- 
gage to his predecessor, Dave Gross. 

. * ” 

MILESTONES: E. Ted Sparns, 
Grand Junction, Colo., shoe merch- 
and Mrs. Sparns_ recently 
their 50th wedding anni- 
versary. They have four sons and 
six grandchildren 
president of Tradehome Shoe 
Stores, Inc., St. Paul, Minn., was 
honored by his children on his 
70th birthday, March 5, at an 
open house in a St. Paul hotel. 
His son Donald is associated with 
him in the firm, which operates 


retail stores in the upper Midwest. 
* . « 


general 


ant, 
marked 


YEARS WITH BECK: A S. 
Beck Shoe Corp., which operates 
stores in 93 eastern cities, inducted 
16 employees into its 25-Year Club 
at a dinner in New York. Cash 
awards and watches were presented 
to Mills Buck, John Bullock, Mrs. 
Lois Deuel, Nathan Dietz, Reuben 
Friedman, Lawrence Gordon, Law- 
rence Grant, Harry Greenspan, 


25 
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Louis Lianza, George Naidich, 
Francis Perry, Louis Podoe, Sidney 
Schrank, Ben Shafer, Nat Smilen 
and Alfred Weiss. The club 
has 150 members. 
. + o 

FUND RAISERS: Dr. Philip W. 
Lown, president of Lown Shoes, 
Inc., Auburn, Me., and president of 
Penobscot Shoe Co., Old Town, Me.. 
elected treasurer of the 
new Combined Jewish Philanthropies 
of Greater Boston. William Scheft, 
president of H. Scheft Co., Boston, 


now 


has been 


PHILIP W. LOWN WILLIAM SCHEFT 


was elected associate treasurer of 
CJP ... Louis J. Schaefer, execu- 
tive vice-president in charge of 
sales at Brown Shoe Co., was elected 
president of the Spirit of St. Louis 
Fund, which raises funds for cul- 
tural and educational institutions, 
Its long-range goal is to make St. 
Louis more of a cultural center... 
Henry H. Rand, president of Inter- 
national Shoe Co., named a 
vice-president of the United Fund 
of Greater St. Louis. 

* . + 


was 


ELECTED: Loren Simcoe, man- 
ager of Margolis-Poll Parrot Shoe 
Store in Palms Center, Houston, has 
been elected to the board of direc- 
tors of the center’s Merchants 
Assn. . . . Charles Keen, manager 
of Esmond’s Shoe Store, has been 
named president of the Broad Rip- 
ple Business Men’s Assn. in In- 
dianapolis, Ind. . . . Jack Leonhart, 
manager of Kirby Shoes, was elected 
vice-president of the Miracle Mile 
Business Assn., also in Toledo, 

2 * o 

CAMPUS VISITOR: Charline Os- 
good, director of Osgood Associates, 
shoe styling and design advisory 
service, last week addressed gradu- 


ate students at New York Univer- 
sity’s School of Retailing. She dis- 
cussed women’s shoe style trends 
and new developments in leather, 
and exhibited footwear she has col- 
lected in Europe. 

. os * 

LEARNING BY IMPORTING: Al 
Baer, manager of the Village Shoe 
Shop in Orinda, Calif., imports 
llama slippers from Peru, but he 
doesn’t let his interest in the South 
American country end there. 
Through his business dealings he 
has gained considerable knowledge 
of the country. Word of his Peru- 
vian connections recently reached a 
school teacher whose class was study- 
ing Peru. Soon Baer was invited to 
address the students—and he did, 
willingly. 

o 7 - 

RETURN TO FASHION: Pat 
Wheelless Goldman, former adver- 
tising and fashion director of 
Johnson, Stephens & Shinkle Shoe 
Co., St. Louis, has joined an adver- 
tising agency. She is fashion di- 
rector and assistant to Max A. 
Wilten of the Wilten division, Ridg- 
way-Hirsch Advertising Co., Clay- 
ton, Mo. 

. 8 . 

HONORED: John B. Goldenberg, 
president of J. B. Athletic Shoe Co., 
Philadelphia manufacturers, was 
honored recently by the Philadel- 
phia Armed Services Council, Jew- 
ish Welfare Board. He has been 
treasurer of the Philadelphia Jew- 
ish Welfare Board since its incep- 
tion. 


In allied fields .. . 


“HUSTLE FOR RUSSELL”: 
When Russell W. Griffith, sales 
manager for Johnson’s Wax house- 
holds products (including shoe pol- 
ishes), Racine, Wis., completed 25 
years with the company recently, 
associates urged fieldmen and sales- 
men to do “something special” 
saleswise in Griffith’s honor. The 
result: a month with sales almost 
double year-ago figures. The John- 
son’s people have concluded that 
the personal factor in business still 
counts highly. 





DEATHS 


Samuel B. Vaisey, 79; 
founded firm at age 63 


Samuel B. Vaisey, who at age 
63 founded Vaisey-Bristol Shoe Co. 
(maker of Jumping-Jacks) after 
finding himself jobless as a result 
of a company reorganization, died 
Feb. 24 in Burbank, Calif. He was 
79 and had been retired since 1955. 

Out of work after many years as 
a shoe salesman, Mr. Vaisey devel- 
oped a long-standing idea: he be- 
lieved that stitching an extension 
of the sole up the back of an in- 
fant’s shoe would provide needed 
support while the child was learn- 
ing to walk. He made such a pair 
for a grandson, and the shoes be- 
came the cornerstone of a success- 





ful manufacturing business, first in 
Rochester, N. Y., and now in Mon- 
ett, Mo. 

President of Vaisey-Bristol today 
is Mr. Vaisey’s nephew, Robert A. 
Bristol, who was a partner when the 
company was founded. 


JESSEL COHN, 91, founder of 
Acme Boot Co., Inc., who in 1955 
sold his interest to the Philadel- 
phia & Reading Corp.; Feb. 20, in 
Clarksville, Tenn., after a two-week 
illness. 


WILLIAM CASWELL, 82, well 
known former shoe manufacturer 
who organized and operated the old 
Belmont Shoe Co., State Shoe Co. 
and Yale Shoe Co., all of Boston; 
Feb. 17, in Lynn, Mass. Recently he 
was a consultant to Caswell Shoes, 
Inc., Lynn, which was organized by 
his son, Abraham E. Another son, 
Jack, is vice-president 
manager. 


and sales 


GEORGE M. PARISI, district 
manager for G. R. Kinney 
Corp. in the New York metropolitan 
area, and a Kinney employee for 
10 years; Feb. 1. 


sales 


WALTER S. POWELL, 82, a re- 
tired director and executive of 
Brown Shoe Co., St. Louis; Feb. 15, 
in Belgium, in the same plane crash 





which killed the entire U. S. Figure 
Skating team. An_ international 
figure skating authority, he was fly- 
ing to the World Figure Skating 
Championships in Prague as a U. 8S. 
delegate to the International Skat- 
ing Union. 


GEORGE W. HARRIS, 83, 


retired eight years ago as a sales- 


who 
man for General Shoe Corp. (now 
Feb. 15, in Evans- 
active in 
Assn 


Genesco, Inc. 
ton, Ill. He was formerly 
the Midwest Shoe Travelers 

PAUL WOOTON, 79, 
Washington 


veteran 
correspondent and a 
editorial board of 
publishers’ of Boot 
AND SHOE RecorpeER; Feb. 16, in 
Washington, after being stricken 
in a taxicab. Mr. Wooton, who be- 
came known by his first name to 
six Presidents, including John F. 
Kennedy, was a co-founder of the 
Society of Business Magazine Edi- 
as official greeter 
host to visiting 


member of the 
the Chilton Co., 


tors and served 
and chief 
royalty. 
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1160 Slip-on 
IMPORTANT NOTICE TO SUBSCRIBERS 


Check the newest members of Quoddy’s popular 
STAG line. Two-eyelet woman’s oxford features 





bellows tongue, British Seam. Self-lined with 
STAG, also stiff counter. Walking’s fun on wedge 
crepe sole and leather-wrapped foam insole. Buck 
Tan and White, 4% to 10, $4.65. Also available 
for men. 


UODDY 


9...” Moccasins 


Unlined STAG slip-on spot- 
lights modified toe, square 
plug and British Seam. Leather- 
“, wrapped insole, crepe wedge 
a? sole. Buck Tan only, 4% to 10, 
PORTLAND 4, MAINE $3.60. 


write today for catalog of 150 styles, sizes, colors 
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Manufacturers 
BATES SHOE CO., Webster, Mass.—Ap 


nted Lawrence F. Christofori superinten- 

f the welt shoe plant at Webster. He 
ntendent ‘ the 
Pg 


meriy assisfor sper 


y factory at Carlisle 
BROWN SHOE CO., S? App 
Robert E. Richter representat 
Noturalizer division in Alabama, Geor 
F rgo 
Appointed Joseph E. Culbreoth 
sntative for Naturalizer 
1nd South Car no 
gt ig 08 weney SHOE CORP., 
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Orders indicate no early business upturn 


Producers hope good 
weather will break and spark 
a buying surge to give shoe 
business a lift out of its 
slump. 


BOSTON 


New England shoe manufactur- 
have been experiencing slow 
business the first few months of 
this year as compared with the 
same period last year. However, 
fragmentary signs have begun to 
show the long awaited pick-up, al- 
though it has not gathered any 
strong momentum as yet. 
Manufacturers are reporting ex- 
tended delays on due payments by 
retailers. Some marginal operators 
have shown serious anxiety about 
this situation. They are worried 
about how long they can play the 
role of banker for the retailers. 


ers 


Inventories are down—Retail in- 
ventories have been definitely on 
the down side and have not been 
counterbalanced by renewed buy- 
ing except on a hand -to- mouth 
basis. 

All manufacturers will be keep- 
ing a vigilant watch on March and 
April sales. The feeling is that if 
the weather gives shoe business a 
break, it might be the dynamite to 
blast the wall that has held back 
retailer buying. 

A strong feeling among New En- 
gland manufacturers has been that 
the traditional down cycle has now 
run its and then some. 
Hence, shoe business can go no- 
where but up. 


course 


3 to 8 per cent off—The recent lull 
has affected all price ranges and 
virtually all types of manufactur- 
ers. Spring runs have been from 
3-8 per cent off. 

The trend in men’s dress shoes 
has been to lightweight with black 
the preferred color, although the 
darker brown stains have been giv- 
ing black a run. Grained leather 
slipons have been a big item. One 
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high-grade men’s dress shoe manu- 
facturer reports that a three and 
four-eyelet outline style in a moc- 
casin type is going very strong. 

In children’s, the runaway color 
has been black for both girls and 
boys. A light sueded leather for 
girls has shown some action. 


St. Louis: Slow orders 
promise dark first half 


Production of footwear in the St. 
Louis area is not marked with either 
vigor or volume at present, but man- 
ufacturers say that the local con- 
ditions do not appear to be any 
better or any worse than the tone 
of the shoe industry the 
nation. 


across 


Sales representatives are picking 
up only a smattering of orders. It 
is felt that collections are generally 
poor and slow. Retailers are trying 
desperately to “get their heads 
above water” financially. January 
and February doldrums at retail 
left many dealers strapped. 


Some hope—Several rays of hope 
are beginning to brighten produc- 
outlooks, however. Retail has 
opened up noticeably for most of 
the middle band of states. Although 
much of the northern band is still 
cold, reports from major cities there 
show that Easter selling is coming 
to life. The size and number of re- 
orders and fill-ins from these north- 
ern cities is increasing daily. 


ers’ 


Local producers show 
now for orders for after Easter cut- 
ting. Not much is on the books for 
the period ahead. Women’s spe- 
cialty houses say that their white 
shoe season may shape up profita- 
bly. Leather men are unhappily 
facing a continuation of the hand- 
to-mouth system whereby manufac- 
turers order small lots and request 
prompt delivery. 


concern 


A new toe—Last makers say they 
are sampling some heavier and 
wider toes for women’s shoes. Re- 


reports from last firms show 
that the bog-down from triple nee- 
dle orders is a thing of the past. 
Firms are caught up and are prom- 
ising much faster delivery than 
they were two months ago. 

One women’s maker has let out 
150 of its 350 workers permanently. 
Many plants are operating on less- 
than-full-time shifts. Meanwhile, 
instock departments are 
stocked, orders ahead are sluggish 
and the outlook for good totals for 
the first half of 1961 looks hope- 


less. 


cent 


over- 


Los Angeles: Producers 
hopefully ride out storm 


suying is slow. Most manufactur- 
ers report that retailers are buying 
only fill-ins, and buying even those 
in the scantiest depth possible. 
Every local shoe manufacturer 
looks toward the future with confi- 
dence and considers that he is only 
riding out a storm which will soon 
blow over. The feeling that a sharp 
upturn is ahead is a universal one 

Fashionwise, most reorders ask 
for black, bone, and white. The two 
named are running neck-and- 
neck in popularity. However, other 
neutrals and patchwork, multicolor 
treatments are moving up in popu- 
larity and could replace them when 
the spring buying season gets fur- 
ther along. 


last 


Casual and sports houses report 
reorders are strongest on flats with 
heels running 6/8 and 8/8, 
grained, crushed and textured leath- 
ers are increasing in demand. Bows 
and ornamentations are out, in 
everything from casuals to 


while 


dress. 

The traditional two-tone specta- 
tor pump retains its place but is 
being done with related tones and 
contrasting textures; perhaps black 
silk and patent, or lustre calf and a 
moderate texture. The wine glass 
heel is still largely talk. Most man- 
ufacturers have it available, but re- 
tailers feel the public isn’t ready. 
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Green promotions will add to spring sales 


Sales have picked up but re- 
tailers say even a good total 
this month will leave them 
in a hole. 


ST. LOUIS 


Retail shoe sales here have picked 
up considerably, but still have a 
long way to go. Dealers say that 
even a very good March cannot be- 
gin to offset the losses suffered in 
January and February. 

Women’s departments ran about 
14 to 16 per cent below the first two 
months of 1960. Children’s depart- 
ments varied widely in their reports, 
with the average set at about an 
& per cent decrease. Men’s stores 
and departments they broke 
even, or were down roughly 4 per 
cent for the opening two months 
of 1961. 


say 


Unemployment hurts—-Unemploy- 
ment is serious, in spite of warmer 
weather and the opening of out- 
door construction work. In _ the 
small-home suburbs, shoe stores and 
even large chain shoe stores are 
finding that traffic is light for pre- 
Easter weeks. Retail in every sec- 
tion of the city and county has had 
a hard time. 

Currently, juvenile fitting chairs 
are busiest, women's next, men’s 
just rocking along. Many of the 
pre-Easter sales of juvenile foot- 
have been of the school re- 
placement type and not typically 
Easter. Little girls have bought 
patch saddles. Little take 
scuff-resistant wing tips. Teen girls 
have bought white shoes 
again. Teen boys chose orange 
brown straight tip grained brogues. 


wear 


boys 


tennis 


Ads are heavy—Shoe advertising 
is now heavy, displays eye-catching 
and shoe promotions widespread. 
Famous-Barr is stressing zing pink, 
vivid blues and bright lilacs under 
the theme “We Believe In Impact 
Colors.” Conversely, Stix, Baer & 
Fuller devoted a corner fashion 
window to bone and beige apparel 
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with geranium leaf green shoes, 
hats and accessories. 
Vandervoorts used a half page ad 
to play up a Vitality spring pump, 
plain and closed, with a narrow toe, 
but not a sharp needle. The shoe 
came in both mid-heel and high heel, 
in black patent and in blue, white, 
black, red and bone calf, sizes 4 to 
11, AAAA to C. This conservative 
toe offering reflects the desire of 
many St. Louis women for a “more 
comfortable” toe than the triple 
needles. Yet the teenagers and 
young working girls won't buy any- 
thing but the sharpest needle points. 


Denver: Greens, pastels 
sell in high-fashion lines 


With Easter only a few weeks 
away, Denver area retailers chalked 
up sales gains over last year’s figures 
in women’s and children’s spring 
footwear from mid-February into 
March. Men’s shoe sales maintained 
a steady level. Bone leading 
the parade in women’s shoes and in 
teenage flats. 

Sea colors, garden tones and pas- 
tels in quadruple-needle pumps with 
24/8 to 26/8 heels were moving 
well in high-fashion shoes, selling 
from $23.95 to $40. Black patent 
with strippings, light color trim, 
multicolor underlay, side openwork, 
or punched filbert calf collar also 
were selling in this category. Sev- 
eral stores reported big response 
to black leather stacked high heels 
on patent. 


was 


Trim 
selling 


Trim assumes importance 
is important. 
soft green with bone, lemon and 
marmalade trim. Wisteria lustre 
calf with matching vamp trim, 
oyster white with bone strips and 
tan reef with oyster white strap 
or punched oyster white collar. 

Double needle toes were outsell- 
ing others in more conservative 
shoes, but triple needles still led 
in fashion shoes priced under 
$22.95. Patent bone with combina- 


Stores were 


tions or color and green with ombre 
trims selling equally well. 
Narrow mid-heels have been gain- 
ing over high heels in this price 
category. Stacked heels have not 
yet reached their peak, many re- 
tailers said. 


were 


Demand grows for walking shoe 

In walking shoes, demand for 
which was growing with the new 
suit season, 9/8 stacked heels are 
most in demand. While 
green is important, these shoes also 
selling in black and 
maple tones. There was moderate 
activity in navy shoes in conserva- 


avocado 


were red, 


tive styles. 

In so-called comfort shoes, older 
women placed orders for black 
patent, black and blue calf, green- 
briar, cedar, nutmeg and_ black 
llama leather pumps with stacked- 
type heels or with narrow mid- 
heels and modified toes. 


Twin Cities: Retailers 
see hope for lilac, green 

Black patent continued as No. 1 
and bone, No. 2 women’s shoe colors 
in the Twin Cities. Some interest in 
other colors also started to grow. 
Lilac and green were mentioned as 
colors which are expected to be es- 
pecially good for spring. 

All kinds of heels got the nod of 
shoppers, although the 18/8 and 
23/8 heights seemed to be selling 
best. There also was tremendous in- 
terest in stacked heels in all heights. 


Early spring buying—The lustre 
finishes in colored shoes have been 
very good. One buyer pointed out 
that spring shoe buying seems to 
have started earlier than usual be- 
cause of the almost snowless winter 
in Minneapolis and St. Paul. In 
high-style shoes the double needle 
toes sold best. One St. Paul special- 
ty store buyer said he expects fab- 
rics to be very good this spring. He 
mentioned plaids, prints and partic- 
ularly silks. 





In casual shoes, flats of all kinds 
and in bright colors have been mov- 
ing very well both for local wear 
and for vacationing in the sunlands. 
Italian casuals have been especially 
good sellers in straw, leather and 
open work. Nylon velvet tennis 
shoes in such shades as loden green, 
red and camel have caught on very 
well, the manager of a St. Paul store 
pointed out. 


A good month—Buyers and de- 
partment managers in both Minne- 
apolis and St. Paul look for good 
business this month with the early 
Easter. 


Milwaukee: Women ask 
for spring shoes early 


One of the mildest, driest winters 
in years has produced several ef- 
fects on the shoe retailing scene: 

® Boot and stormwear sales lag- 
ged behind expectations. 

® Cruisewear promotions fail to 
stir interest. 

® Demand for spring footwear 
began earlier than normal. 

Despite nationwide recession re- 
ports, a good deal of optimism over 
spring prospects exists here. 


Patent and navy lead—Black pat- 
ent leather and navy blue are in 
good demand for spring wear. Also, 
bone, lavender and off shades of 
brown are strong. 

“Triple needle is still the shoe,” 
commented one buyer. Pencil-thin 
heels continue to maintain their 
popularity. 

High-risers with gore on side and 
front are the top selling numbers in 
the men’s shoe departments. Dark 
browns with green patina are meet- 
ing with increasing favor. The early 
advent of spring has spurred inter- 
est in men’s casual numbers. 


Canvas footwear again — Chil- 
dren’s shoe departments are getting 
early calls for rubber-soled canvas 
footwear. Most dealers are concen- 
trating on fewer colors in the can- 
vas lines. “If you want to promote 
color, you need at least a dozen col- 
ors,” said one neighborhood dealer. 

Natural deerskin slipons and 
four-eyelet ties in the same leather 
for young girls are fast moving 
items. Straps are going begging. 
Nylon velvet ties continue to sell 
well. 
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Baltimore: Bone leads 
black patent in shoe sales 


Baltimore consumers are finally 
showing an interest in spring mer- 
chandise. This, combined with 
Washington's Birthday sales and 
storewide spring celebrations (reg- 
ular merchandise at full markup), 
has created enough business to put 
retailers even or slightly ahead of 
last year. 


Mid-heel emphasis—Retailers re- 
port greater interest than ever in 
medium-height heels. This may 
mean increased sales of double nee- 
dle toes, as the triple needle has 
been outstandingly popular in high- 
fashion, high-heeled shoes. Retail- 
ers expect it to continue well at 
this level. 

Stacked heels, from all indica- 
tions, will rank among the top sell- 
ers this spring. Retailers credit 
this to the greater interest in the 
“casual walking shae look.” 


Took advantage of sale — Balti- 
more men’s retailers capitalized on 
the Washington Birthday sales to 
a greater degree than did women’s. 
Broken lots, winter merchandise 
and some special purchases were 
promoted and well accepted. Main 
spring business is yet to start, but 
there has been some activity in 
casuals. Singled out as well 
cepted was a three-eyelet crepe- 
sole casual, in olive and tan, at 
$12.95 and $13.95. 


ac- 


Boston: Lighter weights 


help sell women’s casuals 
Black patent pumps on both high 


been Bos- 


women °s 
during late 


and medium heels have 
ton’s strong seller in 
high-style footwear 
February and early March. Black 
has been dominant even though 
colors have promoted quite 
heavily. 


been 


No specific color has been going 
big. A navy blue promotion by one 
high-grade major store has done 
well. Bone, coffee cream, and the 
seagreens have been receiving good 
interest. Pink and morning-glory 
blue are reported to be getting good 
attention. 

Double and triple needle toes are 
still going strong. In double needles, 
medium heels have been selling well. 


In women’s casuals, there has yet 
been no particular interest in one 
pattern or color, although basic pat- 
terns and bright colors are being 
favored. As one better-grade fashion 
retailer put it, “Customers are in- 
terested in whatever casuals we have, 
with light weight being the de- 
termining factor.” 

Spring promotions for men’s shoes 
are showing black to be the domi- 
nant color. The trim, slim look has 
moved strongly up front in the 
men’s style picture. Tapered toes 
and fine-grained calf highlight this 
continental styling. Slipon and three- 
eyelet moccasin types are featuring 
the handsewn look. A narrow and 
lightweight appearance is the theme. 


Chicago: Muted greens 
gain in sales importance 


Except for big Saturdays and 
Mondays, retail shoe business here 
is lagging. This is especially true 
in women’s dress lines. The excel- 
lent reception of novelties, casuals 
and walking shoes, however, is 
bringing up grosses considerably. 

These are the colors that dominate 
women’s shoe sales: black patent and 
bone, first, with strong interest in 
those patents with detailing such as 
matte calf trims, tear-shaped cut- 
outs in the vamp and single button- 
downs. Muted greens also are estab- 
lishing an important place. Color- 
contrasted suede and calf spectators 
are in good demand among the high- 
fashion trade. White and blue and 
orange and lilac are two of the well- 
received combinations. Walk-Over 
finds China doll blue and amethyst 
to be big items. 

Triple needle toes continue their 
sweep, but there is also an upsurge 
in the square toe. The biggest heel 
preference is for the 18/8 height. 
walking shoes, 
cushion forging to the 
front. One popular style is a semi- 
wedge in camel punched leather. The 
more fashion-minded selecting 
tapered-toe styles with 12/8 stacked 
heels. Favorite green, 
blue, camel and almond. 


In casuals and 


soles are 


are 


colors are 

Moccasin styles with elastic gores 
and high tongues are the big item 
among men. Maurice L. Rothchild is 
getting a good response with a hid- 
den gore style. There is also a ris- 
ing demand for medallion wingtips. 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








THE LAST WORD 


No brown after dark 

El Morocco, snooty N. Y. night 
spot, rode to the peaks on a policy 
of sustained snob appeal. The 
maitre d’ never smiled and never 
let anyone in who wore brown shoes 
in the evening. 


Sesquipedalian 

Students at the National College 
of Food Technology in England 
presented Prince Philip with a 
plaster cast of a man eating a shoe. 
It was inscribed “dontopedalogist,” 
a word the prince once used to de- 
scribe a person who puts his foot 
in his mouth. 





Inflation 

A beggar was posted in front of 
an office building with a tray of 
shoe laces which he peddled to pas- 


One business executive made 


sersby. 


it a practice to toss a dime into the 
tray every day but he never accepted 
the laces. This went on for some 
weeks, until day the peddler, 
receiving the dime, tapped his 
departing benefactor on the shoul- 
der and said, “I don’t like to bring 
this up, but the now 15 
cents.” 


one 
on 


laces are 


Personnel item 

A live boa constrictor named 
Sweety Pie is the main decoration 
at the Gruensfelder Beading Co., 
121 Kraus Street, St. Louis. The 
firm, started by a woman, run by 
women, makes ornaments for wvo- 
men’s shoes. Sweety Pie is seven 
and one-half awesome feet long and 
is housed in a clear glass shower 
stall set into one corner of the main 
office. The snake entertains visitors 
—and itself—by tying itself glee- 
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BOX HANDLERS 


Speed 


Easter 
Sales 


Long Arms stave you 
TIME. You get the shoes 
from the high shelves 
quieter. easier, safer 
an by any other method. Long Arms with 24", 
4" 4, ond 60" handles, $3.95; with 72° 
handles, $4.9. Postage prepaid in USA. Specify 
handie length desired and if for men's or 
women's boxes. Your jobber or 
CARL BEEMAN 

Cedar Heights Rd. Stamford, Conn 


ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 
doctors 





LONG ARM* 
Phe etter ew hemi 
ecxan, ence, saree 











prescribed by 
as a supplement to casts in 
mild cases of talipes. 
Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 Sevth Broadway . Yonkers, N 


fully into clove hitches, granny’s, 
and a variety of other Boy Scout 
knots around a tree in the shower 
stall. Part of the office decor for 
nearly a year now, slithering Sweety 
Pie is quite used to people. (It may 
never work the other way around.) 
A sign on the stall reads “Nobody 
Understands Us.”’ The _ executive 
type, Sweety Pie has its own title: 
V. P. in Charge of Entertainment. 


Instock item for the space age 

Among the newest exhibits at the 
air force museum at Wright-Patter- 
son base, Dayton, O., is a pair of 
magnetic shoes designed to keep a 
space man from floating about due 
to the Jack of gravity. 


JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 

big stocks of quality 

Branded Footweor 

direct from famous 

brand factories, At 

a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’$2 4 * 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





orters For 


CANCELLATION 
| STORES 


Quality Brands 
Lorgest Stocks 


Fine SFeotwear 
MOSINGER-COHN 


235 WwW 


lal telele nt 


Lowest Prices 


All Price Ranges 








MA 1-3363 

Salesmanship 

A number of salesmen were equip- 
ped with pedometers and it was 
found that successful salesmen walk 
on the average 11 per cent farther 
than poor salesmen. Good city sales- 
men walk an average of 4.15 miles a 
day; mediocre salesmen 3.7 miles. 
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Two FAST-SELLING 
SHAW styles to be advertised 


in LOOK magazine, March 14 issue. 
Tie in with us and build your sales! 


Write for details — 


M. T. SHAW, Inc. 
Coldwater, Michigan 


Choose this perfect fitting TAUT-TOP 


new 


GUANTONE vamp stitch. both o 


BLACKIE 





At good stores everywhere. If your 
dealer doesn't have them, write us! 


M. T. Shaw, Inc 
Coldwater, Mich 


“Over 39 years of quality shoemaking”’ 





Mall attracts ‘lookers’ 


(CONTINUED FROM PAGE 63 
area of 134,000 with purchasing power of $167 million. 
Shoes are offered at four stores. Burt's, an Edison 
unit, is glass enclosed on two sides to show a beauti- 


| fully furnished interior with 74 chairs. Casuals run 
| $2.99 and $3.99 and up, with heeled shoes at $5.99 and 
| $6.99. Joseph Rubin has been promoted to full man- 
| agership of the Burt’s store. He was formerly floor 


manager at the downtown St. Louis Baker's. 

S. S. Kresge offers a few women’s flats at $1.99, moc- 
casins at $!, men’s and boys’ opera slippers at $2.99, 
and tennis shoes at $1.99, all self-service 


One-third turnover in eight days 

Strategically located at one of the mall entrances, 
the 34-chair shoe department of J. C. Penney features 
footwear for the whole family. Alvin Cahill, manager, 
reports that business has been extremely good ever 
since opening day. In his “Dads and Lads” section, 
boys’ school oxfords and men’s work shoes and boots 
of all heights have gone well. “In the first eight days 
we turned one-third of our stock,” he said. 

Walter Klick of Klick Shoes, an International Shoe 
Co. store under Merchants Service, also reports excel- 
lent volume of sales. “A regional shopping center 
certainly must have been needed in this part of the 
county,” Mr. Klick said. “We are always glad to see 
customers, but here in the mall the customers are glad 
to see us—and they say so. They are primarily from 
the great middle income class with money in their wal- 
lets, which they spend. On Florsheims for example, 
which some experts felt we would not sell out here, 
we offer two kinds of charge accounts—our regular 
Klick charge and a Shoppers’ Charge—and encourage 
people to use them. But only a fraction of a per cent of 
the sales are on credit.” Town & Country is Walter 
Klick’s second store. His other store is in Brentwood 
Square Shopping Center. 


An impulse layout 

Children’s shoes at Klick’s are at the back of the 
store on purpose. “Most of the buying is done at night 
and is a family affair. When families with kids come 
in to get the youngsters’ shoes, the mother has to walk 
through the women’s department and the father has 
to walk past the men’s displays to get to the children’s 
chairs. This orientation is showing up in impulse buy- 
ing by parents for parents.” 

The men’s section has been kept deliberately sep- 
arate. Its eight chairs are upholstered in rich brown 
leather. About 25 pairs of men’s shoes are on open 
display on a brass and walnut unit with built-in plant- 
ers. Patterns plugged on the Jack Paar show are fea- 
tured as such. 

The glass-fronted Klick shoe store occupies space 
30 ft wide, 100 ft deep and has a staff of four regulars 
plus extras. Men’s brands include Rand, Randcraft 
and Florsheim, from $7.95 to $24.95; women’s brands 
are Trim Tred, Smart Set and Petite, from $3.99 to 
$10.95; children’s brands are Poll-Parrot, Scamperoos 
and Klickettes. Hosiery is carried at 69¢ to $1.15 
and handbags are priced from $2.99 to $5.99. 
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—_. SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


How do retailers view travelers? An apparel group found out 


Most of the men’s and boys’ ap- 
parel retailers in this country want 
traveling salesmen, depend 
upon them for trade information 
and advice on styling trends, and 
would the same selling tech- 
niques if they themselves were the 


to see 


use 


salesmen. 

These and conclusions 
evolved from a survey conducted 
among more than 2,000 members of 
the National Assn. of Men’s and 
Boys’ Apparel Clubs plus apparel 
Per- 
conducted 


other 


manufacturers and retailers. 


sonal interviews were 
among small and large retailers in 
1l representative cities and among 
department store buyers 
What makes a retailer 
see a salesman and what makes the 


want to 


salesman land an order? It depends 
primarily on the line carried, the 
salesman’s personality, the knowl- 
edge of his line and when he sells 
it. A few retailers are annoyed by 
salesmen who don't wear hats, while 
some complained of salesmen who 
smoked in their stores. All gener- 
ally agreed that the best time of 
day to call is in the morning, by ap- 
pointment. “Overselling,” they said, 
is the most annoying trait of sales- 
men, yet the retailers admitted they 
would do nothing differently if they 
themselves were selling. 


The salesman’s services 

Supplying trade and merchandise 
information is the most important 
service rendered by salesmen, re- 
tailers said. Next, they listed ad- 
vice on advertising, help with in- 
ventory, help with displays, advice 
merchandising and meetings 
with sales personnel. Department 
store buyers seem to take fuller ad- 
vantage of the salesman’s service 
than do other retailers. 

tetailers view the salesmen as 
friendly, businesslike and success- 
ful. A majority of retailers think 
retailing carries more prestige than 


on 
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retailers think the 
salesman’s advantages are: work- 
ing fewer days and/or. shorter 
hours, being free to go after busi- 
ness rather than passively wait for 
customers, and, according to some, 
“the fact that retailers more 
discerning customers than general 
consumers.” 

Retailers who say the salesman’s 
lot is harder cite three factors: 
hardships of travel, higher sales- 
man and expenses, and 
the salesman’s more intensive com- 
petition and lack of security. 


About SWSTA’s head 


“Be conversant with 
Show enthusiasm; exposure is con- 
tagious, you know. Have a pleas- 
ing personality. Endeavor to learn 
as much as you can about the shoe 
profession. And don’t forget 
there’s no substi- 
tute for hard 
work,” 

This sums up 
the successful 
shoe-selling phil- 
osophy of Cecil R. 
Ballard, president 
of the Southwest- 
ern Shoe Travel- 
ers Assn., and for 
the past six years 
a sales representa- 
tive for Connolly Shoe Co., in Texas, 
Oklahoma, Louisiana and Arkansas. 

Ballard is a native of Melbourne, 
Ark., but moved to Dallas as a 
boy and was graduated there from 
Forest Avenue (now Madison) H.S. 
Weyenberg Shoe Manufacturing 
Co. opened the shoe-selling pro- 
fession to him in 1933. After 7% 
years with this firm, he went to 
Stacy-Adams, where he remained 


selling. Those 


are 


overhead 


your line. 


CECIL R. BALLARD 


News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 


Then came another 
7\4-year stint with Howard and 
Foster, from which he moved to 
his present job. 

A hard-working member of South- 
western Shoe Travelers since 1934, 
Ballard has been on the board of 
He served on the 


eight years. 


directors twice. 
room committee and as vice-presi- 
dent before being elected to the 
presidency. With all his duties in 
shoe traveling, he has continued to 
find time for hobbies: bridge and 
fishing as a participant, and semi- 
pro football and basket- 
ball as a spectator. 

Mr. and Mrs. Ballard live at 4011 
Prescott St., Dallas. He is also a 
member of The 210 Associates. 


baseball, 


N. Y. Travelers elect 


Arthur L. Benjamin was elected 
president of the Boot and Shoe 
Travelers’ Assn. of New York, Inc., 
at a meeting in the Sheraton-At- 
lantic Hotel. Other officers are 
Frank Fleming, first vice-president; 
Harry Kaye, second vice-president; 
Herbert Spahn, treasurer; Joseph 
H. Schmitt, secretary; Charles Hav- 
ranck, secretary emeritus, and Nat 
Hausman, executive secretary. 

Members elected to the board of 
directors for three-year terms are 
George K. Burns, Stephen R. Lieber, 
Lester Wasserberger, Clarence R. 
Heyde and Henry Schwartz. 


Mid-Atlantic chairmen 


Committee chairman of the Mid- 
dle Atlantic Shoe Travelers, Inc., 
were announced by Eugene Sackett 
of Philadelphia, the president. They 
are: show committee, Walter Pal- 
mer, Jr., chairman, assisted by Gil 
Schmuger; welfare, Tona Mina; en- 
tertainment and membership, Ted 
Lee; and employment, Walter Pal- 
mer. Al] these chairmen will be as- 
sisted this year by Al Judelle, Mar- 
tin Stein and Sackett. 





Wanted to Purchase 





CASH 
TOP PRICES 
$* surpius SHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire fer fast ae 
tlen . . . quality men's, 
women's and children's shees 


Fine Footwear FOr OVER 46 YEARS 
MOSINGER -COHN 


Ma 1-3363 


146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 








B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED s 


YOUR NAME PROTECTED Hf 
B.&R. SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


Phone or wire 
collect 














WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. L., N. Y. 
Max L. Meltzer, Pres. Ivanhoe |-9830 




















WE BUY 


Your BRANDED 
ond DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 

















M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’'dway New York City 
Tel. Beekman 3-0141-2 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 








FACTORY MANAGEMENT 











HEVERLE and HAY 


121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 





problems. 
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YOU GET 


M 0 R E CHILDREN’S SHOES 
YOU GET Complete Stocks and 


CASH Stores Solicited 


At All Times. aps 


FOR CLOSE-OUTS of 
MEN'S,WOMEN’S and Mbssedesiie ede Gama 


SHOE Co. 


79-81 READE ST 
NEW YORK 7.N Y 


@. WOrth?2-51 BC 
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Our potential: the 


entire footwear market 
(CONTINUED FROM PAGE 67) 

dise stocks. We follow through to 

discuss with doctors changes and 

developments in individual foot 

problems.” 

This orthopedic department is a 
separately identified 8-chair sec- 
tion, features two merchandise 
lines, and produces five per cent of 
the retail business. 

Lanoue’s caters strongly to 
women in convent life. Started in 
1952, this institutional department 
stocks shoes in the $9-$20 range, 
generally black but occasionally 
white, and selected to meet the 
regulations of the various religious 
communities. 

Lanoue’s also bids for the teen- 
age business with a separate 10- 
chair section featuring four 
branded lines. It slants advertis- 
ing to this group, using high school 
papers and co-sponsoring radio 
broadcasts of football and basket- 
ball games. 


Special orders 

“Where we can't buy for specific 
groups,” says Merrill Lanoue, “we 
handle special orders on an individ- 
ual This is one of our very 
important policies. I believe much 
of our growth is due to this in- 
dividual attention. We handle many 
more than the average number of 
special orders, finding it profitable 
volume and good- 


basis. 


as to business 
will. 

“For the past three years we have 
booked trunk showings a 
year, when a manufacturer’s rep- 
resentative is in the store to show 
his season’s shoes. This ties in with 
the special order business. An aver- 
age of 300-400 persons attend each 
showing and linger to enjoy a cup 
of coffee and doughnut on the 
house. This service not only pleases 
our customers with individual at- 
tention and boosts our special order 
business but it helps us to base our 
purchasing on first-hand consumer 
reactions. 

“We reach the fashion-conscious 
trade by participating in a fashion 
show run by the YWCA and by the 
retail merchants division of the 
Chamber of Commerce. We like ma- 
jor city-wide fashion shows. They 
are effective if we watch the shoes 
very carefully to prevent damage. 


several 
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L. Merrill and Clarence 
1945 in a room at home. 


sy using masking tape on the soles, 
we keep the shoes in perfect condi- 
tion.” 


Shoe-clubs 

In the past four years this store 
has developed a good shoe-club 
business, running about 300 clubs 
with an average of 10-12 members 
each. Captains collect one dollar a 
week, and receive a 10 per cent 
merchandise bonus. This plan is 
offered to churches and clubs, with 
the bonus being paid in cash to the 
organization treasury. The brothers 
find that clubs bring in new cus- 
tomers, boost the percentage of re- 
turn customers, and induce mem- 
bers to buy more than the average 
number of shoes a year. 

Lanoue’s uses every advertising 
medium, having the reputation of 
being the city’s largest advertiser 
of nationally branded footwear. It 
advertises at least once a week in 
the local daily newspaper, using ads 
of 14 inches up to half and full 
pages for major events. It adver- 
tises at the beginning of each sea- 
son in surrounding weekly newspa- 
pers and throughout the year in such 
effective class publications as the 
Christian Science Monitor. 

It is the oldest advertiser with 


L. Lanoue. They started business in 
Now their store contains 3800 sq. f 


the local radio station, having used 
an informal participation program 
three days a week for 11 years con- 
tinuously. In addition it runs spot 
announcements for clearance sales 
and special promotions. 


Two major clearances a year 

The has two major price 
clearances a year, January and 
July. While it has no anniversary 
sale, it co-operates in the two or 
three major downtown promotions. 

Lanoue’s retail sales floor is de- 
partmentalized. Largest is the 30- 
chair women’s section featuring six 
branded lines in the $10-$20 range, 
and producing 65 per cent of the 
retail business. A 10-chair men’s 
department carries four branded 
lines in the $11-$20 bracket. The 
children’s section has 10 chairs, 
features three branded lines in the 
$6-$11 range, and produces 15 per 
cent of the retail business. The 
entire stock turns three times a 
year. 

The store is staffed with five 
salesmen-fitters, two office girls, and 
the Lanoue brothers. By company 
policy all employees are paid a 
straight salary which, in the case 
of fitters, insures ample time spent 
with each customer. 


store 





Classified and Want Ads 








SALESMEN WANTED 








SALESMAN—NEW ENGLAND 


WE NEED SALES REPRESENTA- 
TION FOR AN ESTABLISHED 
New England territory. Age is 
no factor if you are energetic, 
thorough and can sell quality mer- 
chandise. Commission and/or 
salary to be arranged according 
to individual and abilities. Re- 
plies held in strictest confidence. 


Reply to Box 841, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Penna. 





HELP WANTED 








ADVERTISING SALES POSITION 


DUE f0 THE DEATH OF AN EXECUTIVE, WE 
HAVE AN OPENING FOR A MAN WITH sales, 
advertising and marketing background to 
join our organization. This will be a per- 
manent position with either immediate, or 
leading to, executive capacity. All replies 
confidential. Write W. W. Gallaher, Vice 
President, Musebeck Shoe Company, Ocon- 
omowoc, Wisconsin. 

















JUVENILE SHOES 

WANTED FOR UALITY LINE PRE- 
WELTS. CEMENTS AND BONWELTS 
Stock and makeups. Territories open: Oklahoma 
and Texas, Tennessee, Arkansas and Missis- 
sippi; Ce ymmission basis, side line no objection 
Good opportunity. The Kepner-Scott Shoe Co., 
inc. Oral igsburg, Pa. 


SALESMEN 


SAL ESMEN w ANTED BY AGGRESSIVE 
BOSTON DISTRIBUTOR WITH FACTORY 
AFFILIATE TO SELL RAPIDLY EX 
PANDING LINE OF MEN’S, WOMEN’S, 
AND i CHIL DREN’ S A to Z quality slippers 

rrit s op im of] states ence pt New Eng 

and Oklahoma Commission 
I rders 


. Massachusetts 


GREAT LAKES AREA MINNESOTA 
WISCONSIN, MICHIGAN SALESMAN 
v » handle top branded line of Indian 

No objection to non conflict ng lines 
m basis. Write Taes Leathercrafts 
208, New Mexico. 


NEED MEN WITH PROPER BACK. 
GROUND OF EXPERIENCE TO HANDLE 
VOLUME-SELLING top line of men’s dress, 
work shoes, and boots, plus very best imported 

nes f canvas and rubber footwear. Furnish 

ackground. Drawing accou nm territories 
North "Carol ina, h Georgia, 
Florida, Michigan linoi Reply to 
Box 85 Boot awp Suor Re Chestnut 


& 56th Se reets, Philadelphia 39, Penna 





SALESMAN 

TOP NOTCH SALESMAN, AC- 
CUSTOMED TO EARNING 2-25 
THOUSAND DOLLARS a year. 
Territories available: Pacific 
Northwest, Southeast. Nationally 
known, exclusive line of fine im- 
ported men's shoes. Stocked in 
U. S. Only experienced men with 
excellent following need apply. 
Give all details in first letter. 


Reply to Box 859, BOOT and SHOE RECORDER 





TIE-ONS 








R. |. HARNACK CO. 


6667 WINDIATE, WATERFORD, MICH 
ORiando 3-3969 


FREE! Tie Ons for Pennies 


4 is being introduced to the shoe in- 
june that will increase your sales and save you 
dollars 
This disposable natural polyethylene film tie on has 
been designed to fit the contours of any foot. there- 
fore, giving the potential customer the actual feel- 
ing of a shoe 


TIE ON FEATURES 


(1) COMPLETE SANITATION 

(2) CLARITY 

(3) PERMITS A TRUE FIT 

(4) IDEAL FOR CASUALS OR SANDALS 


R. |. HARNACK CO., Woterford, Mich. 


SIDELINE SALESMEN 
WANTED 


OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 


FOOT SOX MANUFACTURING HAS 
OPENING FOR SIDELINE MEN. Fast mov 
ing lowest priced foet covers to wholesalers, 
and retailers. Pocket sampics. Sample rder 
to dealers, stores, gladly submitted. Best com 
mission. All letters answered. Replies confiden 
tial. Reply to Box Boor ano Suoer Re 
oaper, Chestnut & 56th Streets, Philadeiphia 


1, Per 

















MEN AND WOMEN DRESS, GROWING 
GIRLS ORTHOPEDIC WELTS NURSES 
DUTY, DOCTOR AND NURSES’ CONDU‘ 
TIVE shoes. In-stock. Large chores ( terr 

ies. Send resume and references. Antioch 


Shoe Company, Goffstown, N. H 


SITUATION WANTED 




















DISPLAY 








Cameron Company Displays 


500 Echo Lane, Glenview, Illinois 


New and originals in plastics and displays 
Let us re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 





JACK L. CAMERON, JR 








DESCRIPTIVE CIRCULAR: PRICE 
TICKETS, SALE_ signs, etc., on request. Mer 
chants Service, 4 S. Dearborn St., Chicago 5, 
Illinois 





SIDELINE WANTED 





TOP EXPERIENCED SHOE SALESMAN 
AVAILABLE, OPEN FOR SHOE AND 
SLIPPER LINES. MEN’S — WOMEN’S 
children. Calling on volume chain, retail and 
department stores, coverin the entire West 
Coast. Reply to Box 858, Boor axon Suoe Re 
CORDER, Chestnut & 56th Streets, Phil adeiphia 
19, Penna 








Chestnut & Séth Streets, Philadelphia 39, Penna. 





FOR SALE 








STORE FOR SALE 





FAMILY SHOE STORE. NATIONALLY 
ADVERTISED BRANDS Established 30 
years Northern Indiana. Good lease, low over- 
head, excellent opportunity. Will sell for in 
ventory, approximately $2 3,000.00. Moving to 
California. Reply to Box 855, Boor anp SHOE 
Rex _~ nestnut & 56th Streets, Philadel 
phia 39, Penna 
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ADRIAN X-RAY. PERFECT. TAKE IT 
AWAY. FOR $59.00. Foot-so-Port Shoe Shop, 
62 No. Broad Street, Elizabeth, New Jersey 


WOMEN’S WALKING AND ARCH TY PE 
R 


WORN SHOES. WELL ATED accounts 
Write Post Office Box 89, Syracuse, New York 


~ ESTABLISHED JU VENILE SHOE FAC- 
TORY IN NEW ENGLAND, 100 cases stitch- 
downs weekly. Close to suppliers Selling be- 
cause of ill health. Reply to Box 857, Boor 
anp Suoe Recorper, Chestn st & 56th Streets 
Philadelphia 39, Penna 





SUCCESSFUL 
SALESMAN 


Twenty years traveling through 
the states of Florida, Georgia, 
North and South Carolina, and 
Alabama. Tremendous personal 
following of well rated ac- 
counts. Specializing in flats and 
heels for teens and women and 
children dress shoes desires 
new connection with A-1 manu: 
facturer in the fashion field. 


AVAILABLE FOR 
PERSONAL INTERVIEW 


NATHAN STRAUSS 
9041 Dickens Avenue 
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This index is published as a convenience. No liability is assumed for errors or omissions 


Acme Boot Company 32 
Alden, C. H., Shoe Company 75 
Altschul, Julius, Inc. 81 
American Girl Shoe 2 
Armstrong Cork Company 8 


B & R Shoe Company 

Baris Shoe Company 97, 
Barrett & Company, Inc. 
Bass, G. H., & Co. 

Berned Shoe Company 
Bonded Fibers, Inc. 


C. |. C. Machinery, Inc. 
Cameron Company Displays 
Camitta Shoe Co. 
Carry-Pack Co., Ltd. 
Carter, J. W., Company 


Cat's Paw Rubber Company 
Inc. 


Clapp, Edwin, & Son Inc. 
Curtis-Stephens-Embry Co. 
Cushionized Bellaire Shoe Co. 


Danskin, Inc. 


Eby Shoe Corporation 4 
Edwards Shoes Inc. 28 
Ephrata Shoe Company 95 
Everett & Barron Co. 93 


Gaffin, Seth, Shoes, Inc. 108 
General Tire & Rubber Com- 
pany, The 30 
Gerberich-Payne Shoe Company 92 
Gilbert Shoe Company, The 1 
Goding Boots, Inc. Vit 


Goodyear Tire and Rubber 
Company, The 6, 7 
Green Shoe Mfg. Co. Back Cover 


Hagerty, P., Shoe Co., The 93 
Hemstead Shoe Company 108 
Heverle and Hay 108 
Heydays Shoes, Inc. 34 
Horween Leather Company 94 
Hubschman, E., & Sons 17 


Irving Tanning Company 13 
Jarman Shoe Company 4 
Juvenile Shoe Corporation of 
America, The 91 
Keith, Geo. E., Company 9 
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Kelly Sales, Inc. 108 


Lois Shoe Company 100 
Long Arm 105 


Marbon Chemical Division Borg- 
Warner 14 


Markell, M. J., Shoe Co. 

Martin Fabrics Corp. 42 
Mosinger-Cohn Shoe Co. 105, 108 
Mutual Shoe Sales Company 39 


Nashua Footwear Corp. 12 


Nunn-Bush Shoe Company 
Third Cover 


Phyllis Shoe Company 
Pittsburgh Plate Glass 

Company 15 
Popular Price Shoe Show of 


America 2. 23 


Quoddy Moccasins 84, 100 


Romito-Donnelly Corporation 96 
Rubin, Irvin 105 


St. Louis Shoe Manufacturers 

Assn. 24 
Scholl Mfg. Co., Inc., The 
Sebago-Moc Company 
Shaw, M. T., Inc. 
Shoe Form Co. Inc. 89 
Step Master Shoes Inc. 43 


Taylor, E. E., Corporation 19 
Taylor, Thomas, & Sons 44 
Tingley Rubber Corporation 
Second Cover 
Tober-Saifer Shoe Manufactur- 
ing Co., Inc. 38 
Topps Shoe Store 108 
Tyer Rubber Company 76 to 79 


United Shoe Machinery 


Corporation 10, 20 


Vaisey-Bristol Shoe Co. 31 
Virginia Oak Tannery Inc. 83 
Virginia Shoe Company 26, 27 


Wall-Streeter Shoe Company 40 
Weil, M. K., Shoe 
Company 82, 105 
Weinbrenner, Division of Tex- 
tron, Inc. 25 





Cash Registers 
dance 
with 


GODING 


Whether he rides the range, or just 
likes to show a well-shod pair 
of heels at the square dance, your 
customer will go for the trim com- 
fort and authentic western style of 
the new Goding Gaiter Boot. 


This Goding Gaiter is designed for 
comfort as well as striking appear- 
ance. Elastic goring at the sides 
insures snug fit at the ankles. 
Turftan leather and Goding crafts- 
manship combine to give long 
wear. It is carried in stock in men’s 
sizes 6 to 12 inclusive, and priced to 
move in quantity — with a full mark- 
up to you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





THE LAST WORD 





Boots raise tempers | 

Tenants of a 160-hnit apartment 
house in White Plains, N. Y., were 
in a hassle with the management 
over overshoes in tl hall. 

The tenants prg@ferred to leave 
their boots and overshoes in the hall 
rather than track mud and snow 
across their clean floors and rugs. 
The management said that if they 
let residents keep rubbers in the 
hall, they would want to keep sleds, 
skis, beach chairs, tricycles and 
other objects there too. 

One morning, the tenants had to 
go down into the cellar and untangle 
a huge heap of footwearsto get back 
overshoes and boots that the janitors 
had collected during the night. Tem- 
pers flared. 


What else is new? 

Bone under different names, one 
research-minded shoe store owner 
reported, was used as a style color 
as early as 1916 and had a long run 


as a leather color beginning about 
1928. He pointed out, furthermore, 
that this is a color frequently seen 
in paintings of the Renaissance 
period and added that the ancient 
Egyptians found a use for very light 
beiges in sandals they produced at 
least 3,000 years ago. 


Pinched 

A customer who cashed a worth- 
less check in a shoe store was ar- 
rested when he went back to the 
store to complain that the shoes he 
had bought pinched his feet. 


Bleak prospect 

The U. S. government has been 
taking a hard look at shoe export 
possibilities in recent months and 
finding the picture anything but 
rosy. In Guatemala, however, judg- 
ing from a recent report, the aitua- 
tion is downright black. First of ail, 
only the rich can afford American 
shoes (and they bought only 6,800 


pairs in 1959). Second, Guatemala 
has 189 shoe factories of its own to 
fill its needs. And finally, its needs 
are small anyway: 80 per cent of 
the population doesn’t bother wear- 
ing shoes. 


Shoe snatchers 

Mack Cherry of Tulsa, Okla., re- 
ported to police that while he was 
walking near his home late at night, 
two teenagers ran up behind him, 
struck him two or three times and 
knocked him down. He had only 
25 cents with him and they didn’t 
take that. They just pulled off his 
shoes and fled. Cherry said he valued 
the black size 10s at $18.50. 
Long legs, short miles 

“How far is it to Dublin?” asked 
a tired English hiker on a hot day 
of an Irish farmer. “It’s five miles,” 
said the farmer, “but judging by the 
length of your legs, you ought to 
be able to do it in two.” 








OOST in the BOOMING DANCE 
sell the biggest name brand 


— 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 

for Children 

for Women 





full fashioned and seamless 


TIGHTS, LEOTARDS & TRUNKS 


knit of pAwsofr stretch nylon 


a 


<P 


Danskin’s tremendous popularity in the dance 
field, Danskin’s recognition for finest quality 
and perfect fit by America’s dance schools and 
dance professionals, gives you the kind of ac- 
ceptance that speeds up sales! Many new colors 
available, and new styles in leotards, too. Sup- 
plied in transparent self-selling packages, for 


compact display. 


NO INVENTORY PROBLEM — your orders deliv- 
ered immediately from our factory: Write for 


Illustrated Catalog B-3. 


favorites 

for all day - 

every day, 
too! 


Nationally Advertised in Parents’, Seventeen, Dance, Mademoisetie, 


DANSKIN, INC. ovicc. oe 


Ski, Skiing, Skating and the WN. Y. Times Magazine 


e, New York 16.N.Y 


RIUMPH HOSIERY MILLS 


U.S. PATENTS HO. 2.69 


Boot and Shoe Recorder 





Endowed with 


CHARACTER 


Pay attention to the parentage of the shoes 
you buy. Since time began, everything has 
reproduced after its kind. Nunn-Bush makes 
Edgerton Shoes. The union of dedicated 
skill and supple, well chosen leathers is pro- 
ducing shoes so worthy of confidence 


that legions of men choose Edgertons to 





conserve vital energies ... and budget. 


See Your Local Edgerton Dealer 


from 


SPARTAN LAST « 
Style 9421, Grain s 
Smooth Cc ombinat 


also in Biack or Oliv 


SPARTAN LAST «+ 
Style 9406. Cor 


also in Biack S 


BELLA LAST « 
Style 9439 
Cameo, also 
Brown 
Pli-Matic C 


SHOES FOR MEN 


EDGERTON DIVISION 
NUNN-BUSH SHOE COMPANY 
MILWAUKEE 1, WISCONSIN 


¥ : 430 McGill Street, Montreal, Quebec, Canada 
rite for Elaborate Edgerton Catalog Progreso 172 Mexico City 18, D. F. Mexico 





EASTER 
IS ONLY 
THE 


The outdoor days are 
coming —- the days 
they never stop run- 
ning, from dawn to 
datk. They'll come 
back to your store 
again and again, as 
long as you keep re- 
minding mothers you 
have the two things 
those restless young 
feet can’t do without: 
your accurate, depend- 
able fitting service and 
the sure support im- 
plicit in Stride Rite’s 
controlled quality. 
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Green Shoe Mig. Company, Boston, Mass. 
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